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Introduction 



The world of sales is not what it used to be. Customers are 
more sophisticated; they demand not only quality products, 
but beyond-the-call-of-duty customer service and ongoing 
relationships as well. Today's sales professionals must dem- 
onstrate honesty and integrity, and they must also reach a 
high level of competency in building rapport and understand- 
ing customers' needs. They must have keenly developed ques- 
tioning techniques, good listening abilities, and excellent 
follow-through. 

Included in this book are ideas, tips, and techniques from 
several sources: high-performance, award-winning sales- 
people across the country; extraordinarily successful people 
in a variety of professions; and, most importantly, customers 
who have expressed what they need and want from a top 
sales performer. 

The goal of this book is to provide a practical outline of 
the stages of the sales cycle, along with tools and techniques 
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to help you through them. It focuses on the basics of sales 
success. In that sense, it's perfect for beginners who need 
step-by-step guidelines. But this book is also geared toward 
the seasoned professional who may be stalled or in a slump — 
it offers a return-to-the-basics approach to get you back on 
track. 

You won't find any manipulative sales techniques here, 
nor 1001 ways to close a sale. You will find real-world, results- 
oriented suggestions that will get you started (or re-started) 
on the road to success and help you through any of the hard- 
ships that all salespeople experience at one time or another. 



Stage 



# 



Motivation 



If you don't know the story of Rudy Ruettiger, you should 
hear it (or rent the movie Rudy). Rudy was a working class 
kid who had low grades and little athletic skill. He was kind 
of small, too. But Rudy had a dream. He wanted to play 
football for Notre Dame. His dream didn't make sense to 
most people; they said he could never get into the school, no 
less play on the team. But Rudy, against all odds, believed in 
his dream. 

After many years of hard work and rejection, Rudy got 
into Notre Dame. Because of his attitude — and for that rea- 
son only — he made the team. Then, in the last 27 seconds of 
the only play of the only game of his football career, Rudy 
sacked the opposing quarterback and saved the day. He was 
carried off the field on his teammates' shoulders. 

Now that's attitude! There's no reason we can't all be 
like Rudy. He didn't have special talents, skills, or advan- 
tages. He had a dream and he worked to make it real. 
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Why is it that a positive attitude can achieve so much? 
Why can it get you jobs, close deals, generate business, and 
bond relationships? How can it get you through the worst 
situations? 

Things happen in life and in business; many things happen 
over which you have no control. You can, however, control 
the way you deal with these situations. As the writer John 
Homer Miller once said, "Your living is determined not so 
much by what life brings to you, as by the attitude you bring to 
life." 

Successful people learn this lesson early, and keep on 
learning it. They reinforce their positive attitudes by read- 
ing, gaining new information, setting goals, and achieving them. 
Most importantly, they surround themselves with other people 
who also believe in the power of attitude. Other people can 
lift you up or bring you down — so take extreme care in select- 
ing the people with whom you choose to do business and with 
whom you surround yourself. 

There are some circumstances in life we can change. There 
are many we cannot. A good attitude will always get you 
through. It's not what you look at that counts, but how you 
look at it. It's not what you hear, but how you hear it. It's not 
what you think, but how you think it. Your attitude forms 
every moment of your day, whether you realize it or not. 
Out of your attitude can come disappointment and anger at 
how things have turned out; out of your attitude can also 
come your enjoyment of life and your gratitude for all your 
blessings. It's your choice. 

Nobody ever said selling was easy. It takes hard work 
and persistence to do it well and achieve success. Rejection 
and adversity are daily occurrences in this profession. That's 
why motivation is the most important factor in sales success. 
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There's an old saying that goes, "Life is like a grindstone — 
it either grinds you down or polishes you up." You can let 
rejection and adversity grind you down. Or you can face up 
to hardship and view it as an opportunity and challenge that 
can spur you on to greater success. 

Why is it that two salespeople of equal talent and ability 
don't always achieve equal success? How is it that some 
people, whether they're selling products or services, paper 
clips or pharmaceuticals, can rise above rejection, hardship, 
and failure? What is the common denominator that puts 
these people in the category called "successful?" 

The strongest link between all these people is summed 
up in one word — attitude: attitude towards your job, your 
company, your product and your customers. One Harvard 
Business School study determined that there are four fac- 
tors critical to sales success: information, intelligence, skill, 
and attitude. When these factors were ranked by impor- 
tance, this particular study found that combined, informa- 
tion, intelligence, and skill amounted to seven percent of 
sales effectiveness — and attitude amounted to 93 percent! 
Could it be that 93 percent of our success in sales, at work, 
and in life results from our attitude? 

A positive attitude is the expectation that if we do all 
that we can do, if we develop our potential to its fullest, we 
will achieve the results we want. And a positive attitude is 
critical in sales, because a prospect mirrors a salesperson's 
attitudes and expectations. If the salesperson does not expect 
the prospect to buy, doubt and negative expectations are 
created in the prospect. Here are some keys for developing 
the magical attitude of positive expectations: 
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Eight Keys to a Positive Attitude 

1. Enthusiasm. Enthusiasm is the great equalizer. It can 
help us overcome obstacles and can often make up for 
deficiencies or lack of skill in a particular area. There 
are two steps necessary to keep enthusiasm going: 

•k Learning as much as possible before we take 
action. 

*k Reviewing and remembering our accomplishments 
and successes. 

2. Focus on the positive. In any negative situation, failure, or 
setback, look for the good that comes out of it and con- 
sider what you can do differently next time. 

3. Professional pride. As we develop more and more com- 
plex products and services, it takes the assistance of highly 
trained, motivated salespeople to help customers deter- 
mine which product or service meets their needs. Your 
efforts as a salesperson are only rewarded if you are fully 
engaged and totally immersed in your craft. Think of 
yourself as a consultant. Top salespeople proudly refer 
to themselves as sales professionals. Until you feel pride 
in your profession, you cannot develop the powerful, 
positive attitude that leads to sales stardom. 

4. Invest in your profession. You have to invest time, en- 
ergy, and enthusiasm to develop mastery of your skill. In 
order to stay 100 percent invested, you must have some- 
thing at stake — your self-esteem, money, reputation, the 
well-being of your family — anything that's important to 
you. Once you've invested in the process of sales, you're 
rewarded for the accomplishment of your goals. Your 
reward might be the sense of accomplishment that comes 
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with a successful close, a fat commission check, or the 
respect and admiration of your peers. Whatever the re- 
ward, you believe that you are doing the right thing for 
yourself and your customers. 

Invest in yourself. The most important asset you have as 
a salesperson is yourself. You must continually upgrade 
your product knowledge, understanding of the industry, 
understanding of your customers, and sales skills. The 
top salespeople start by taking advantage of every train- 
ing opportunity they have, and by listening to tapes and 
reading books on positive thinking, sales techniques, and 
psychology. 

Positive persistence. Top salespeople are extremely per- 
sistent, but they find positive ways of being persistent. It's 
more than just showing up on someone's doorstep day 
after day and saying, "Are you ready?" The stars always 
have a reason for a call, whether it's new information 
about the product or service, or an article they think the 
customer might be interested in. However, one of tough- 
est decisions for a salesperson to make is when to stop 
pursuing a customer. Eventually you develop an instinct 
for when a prospect is truly interested or qualified. 

Surround yourself with the markers of success. Keep 
track of (and display) key achievements, goals, or any- 
thing that can help you focus on the positive when things 
get tough. Keeping your goals in sight, literally and figu- 
ratively, fuels the fire of motivation. 

Learn from failure. This is the most important key. Sales is 
one profession where failure is a daily reality. If you want 
to succeed, have the courage to fail and learn from your 
mistakes. Failure isn't failure if we discover its lessons. 
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Practicing a Positive Attitude 

It doesn't take years of hard work or mystical experiences 
to develop a positive attitude. It takes practice. People react 
to the way you approach them. If you're annoyed and upset 
with the world, you'll surely find that people are annoyed 
and upset with you. If you're warm and open, you'll find 
people will be that way with you. However, even if people 
don't react the way you'd like them to, it's your responsibility 
to maintain a good attitude. Here are some tips for develop- 
ing and maintaining a positive attitude: 

k Start every morning on a positive note. For 15 

minutes, read or listen to a positive message from 
the motivational or self-help field, or broaden 
your product knowledge and stay up-to-date on 
your field by reading educational materials. 

k Visibly post the word attitude. Tape it to your bath- 
room mirror, in your car, or wherever you can 
look at it every single day. Realize that your suc- 
cess is determined more by your attitude than 
anything else. 

k Avoid negative people and attitudes. If people 
around you are gossiping or focusing on the nega- 
tive, change the subject or walk away. If you have 
nothing good to say, don't say anything. 

k Take a positive physical approach. Clean out your 
system for 30 days: exercise regularly and stay 
away from excess caffeine, alcohol, tobacco, and 
fatty foods. 

k Keep a diary of all the positive events that hap- 
pen every day. What did you do well today? What 
did you accomplish? Write down any compliments 
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or praise you received. Nothing is too small or 
trivial to be included. Review the diary at the end 
of each week. 

•fa Make everyone you meet glad that she met you. 

Picture everyone you meet with the words "make 
me feel important" on her forehead. 

Debunking the Myth of the Overnight Success 

When we see an athlete win a game, a politician win a 
race, or any top achiever reach a pinnacle of success, all we 
see is the end result. We don't see the investment of blood, 
sweat, and tears that came before the accolades and recog- 
nition. So we tend to think that peak performers have an 
easy time of it, and we're the only ones who have to struggle 
to reach our goals. Of course, this is not true — there are no 
get-rich-quick success secrets. However, there are some 
things you can do to increase your chances for success: 

■k Give 100 percent all the time. After every en- 
deavor, ask yourself, "Did I give it my best?" 
William H. Danforth (founder of Ralston Purina 
and author of the inspirational book I Dare You!) 
used this motto for living a better life: "To be our 
own selves, at our very best, all the time." Know- 
ing you put in your best at work also allows you 
guilt-free enjoyment of your leisure time. 

"& Realize that luck is not what makes a person suc- 
cessful. People who are "lucky" are those who 
are prepared when an opportunity presents itself. 
Luck happens when you're learning, when you're 
working harder than the next person, when you're 
putting in that extra effort. Some people see luck 
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in others' positive outcomes. But luck really lies in 
hard work and extraordinary effort. 

if Practice resistance training for the brain. When 
you're doing something that's tough and painful, 
remember that we resist many of the things that 
build us up the most. It's these experiences that 
help us when we're suddenly hit by an obstacle. 
We have built our substance and stamina through 
resistance training. It's getting through the tough 
steps and stages that builds character, not going 
over the finish line. 

Surround Yourself With Positive Role Models 

The road to success doesn't have to be barren and lonely. 
There are people everywhere who are willing to help, if we 
are willing to ask. High achievers are constantly studying 
other people and their methods of accomplishment. They 
surround themselves, not only with markers of their own 
success, but with models of others' successes as well. Here 
are some ways you can do the same: 

if Make careful choices about whom you wish to 
follow. Don't play follow-the-follower, a lonely 
and potentially dangerous game. Look for people 
whose values match your own and who have 
achieved excellence in their field. 

•k Surround yourself with models of success. Choose 
your mentors carefully. Learn to ask for help and 
support, and learn how to find resources for get- 
ting the help you need. If you surround yourself 
with positive images, you will find yourself moving 
in positive directions. 
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■k Keep your ears, heart, and mind open. There are 
many people around who are willing to teach us. It 
is sometimes easier for others to see things we are 
unable to see, so do not dismiss someone's advice 
or opinions without first giving them careful study. 

■& Expose yourself to a variety of new and challeng- 
ing situations. Network constantly. You never 
know who, out of all the people you meet, will be 
the one who can help you achieve your goals. 

■& Look to yourself to be your greatest mentor. 

Choose your influences and your surroundings as 
you wish your life to be. You become what you 
think about. 

Your living is determined not so much by 
what life brings to you as by the attitude you 
bring to life; not so much by what happens as 
by the way your mind looks at what happens. 
— John Homer Miller 



. kvM Positive Attitude Mjk, 

J^vvT Checklist ^W$f 

Remember the 8 Keys to a Positive Attitude: 

1. Enthusiasm. 

2. Focus on the positive. 

3. Develop professional pride. 

4. Invest in your profession. 
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5. Invest in yourself. 

6. Develop positive persistence. 

7. Surround yourself with markers of 
success. 

8. Learn from failure. 

Remember the Golden Rule. Treat others as you 
would like to be treated. It sounds simple, but it 
works. If you approach people in a warm and open 
manner, most respond in kind. 

Practice, practice, practice. It's not always easy to 
maintain a positive attitude when outside circum- 
stances pull us down. But if you work at having a 
positive attitude every day, you will have reserves 
to carry you through the rough times. 

Keep track of your own achievements. We all ex- 
perience personal and professional triumphs — 
large and small — every day. Constantly remind 
yourself of the things that went well. Write them 
down, and keep them in sight. 

Facing Fear and Failure 

Henry Ford once said, "One who fears limits his activi- 
ties. Failure is only the opportunity to more intelligently begin 
again." Some of life's greatest lessons are taught through 
hardships, failure, fear, and mistakes. The most successful 
people learn to overcome obstacles, confront fear and turn it 
into a motivating force, and take action in the face of adver- 
sity. Here are some tips on how you, too, can deal with fear 
and failure. 



18 



*k Use failure as the ultimate learning tool. Every 
disappointment teaches a positive lesson — you just 
have to look for it. If you make the same mistakes 
over and over again and don't learn anything from 
them, then you have failed. It is in times of adver- 
sity that we grow the most. 

•k Success is our greatest revenge. When people are 
discouraging or critical, ask yourself, "Who are 
they to judge me?" and tell yourself, "I'll prove 
them wrong." This is a great source of energy and 
a motivator to push you into action. 

~fa Once you perceive a problem or an obstacle, learn 
from it as quickly as you can and then move on. If 

you've made a mistake, understand that you'll do 
it differently next time. Dwelling on failure only 
causes you to fail again. 

"& FEAR is an acronym for False Evidence Appear- 
ing Real. Therefore, the first step in taming fear 
is to analyze what is real and what is not. Then 
dive in and take action. Fear is what you imagine 
it to be. When you attack it, you diminish it. 

■k Preparation and action are the greatest combat- 
ants of fear. The only way to conquer fear is to 
study it and prepare in every possible way. Learn 
all about your product or service. Learn as much 
as you can about your customer's business. Study 
sales techniques — look to the top people in your 
company or industry and study their attitudes and 
sales methods. Reduce fear by increasing your 
knowledge and focusing your nervous energy on 
preparation, instead of allowing it to fuel your 
imagination. 

19 
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Common Sales Pitfalls 

There are many things you can do to sabotage your sales 
success. Here are 10 of them: 

1. Don't plan. 

2. Don't spend enough time prospecting. 

3. Lead with price. 

4. Never have enough detailed information on the 
customer. 

5. Be impatient. 

6. Go into your presentation too early. 

7. Overcommit yourself. 

8. Fail to understand the decision-making process. 

9. Talk too much — listen too little. 
10. Don't follow through. 

Key Success Factors From Top Performers 

On the other hand, there are many things you can do to 
increase your chances of sales success. Here are some of the 
factors necessary for success, gathered from top performers 
in all areas of sales: 

•k Show enthusiasm. 

• Put forth effort. 

•k Always be available. 

if Do the little things (go beyond customers' 
expectations). 
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fa Display professionalism (pride in profession). 

fa Know your customer's business. 

fa Listen, listen, listen! 

fa Have a sense of humor. 

fa Set goals. 

fa Follow up. 

■fa Always be prospecting. 

fa Never stop learning. 

fa Learn from the top performers. 

fa Build long-term customer relationships. 

fa Use a low-pressure approach. 

fa Differentiate yourself through superior services. 

fa Start and end with a positive attitude. 

If you do what you've always done, you'll get 
what you 've always gotten. 

— Anonymous 
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Turn fear and failure into a motivating force. 

Learn from your mistakes. Challenge yourself to 
do better next time. 

Use others' criticisms as a source of energy. If the 

criticism is constructive, learn what you can from 
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it and move on. If not, use it to spur you on to 
greater achievement. 

Don't dwell on the past. Think of how you can im- 
prove today by using what you learned yesterday. 

Prepare yourself and take action. Inaction breeds 
depression. Conquer your fears by preparing as 
much as possible and taking necessary actions. 

Beware of self-sabotage. Review the common 
sales pitfalls on page 20, and learn to avoid them. 

Learn from the success of others. Study the key 
success factors on pages 20-21. Find people in 
your company who have achieved success, and 
ask them what unique methods they've used. Ask 
them if they'll help you learn. Most people will 
be glad to share their knowledge and experience. 

You become what you think about. Use your mind 
to visualize future events. Focus on a successful 
outcome. By mentally rehearsing any new job or 
task as you physically practice it, you are prepar- 
ing for success. 

Climbing to the Next Level of Success 

Ask any 10 people, and you'll get 10 different definitions 
of success. No matter what it means to you, however, true 
success can never be stagnant — you don't just achieve it once 
and keep it for life. To remain successful, you must always 
climb to a higher level. 

In sales, there are two parallel ladders of success, one inter- 
nal and one external. The first involves continual improvement — 



learning as much as possible about your profession and your 
product. The second has to do with service — taking what 
you've learned and using it to enhance your ability to serve 
your customers. 

Success From the Inside Out 

Successful selling requires more than a desire to make 
money. It comes from a combination of product knowledge, 
professional expertise, and personal confidence — all of which 
are built through the process of a continued commitment to 
learning. What are you doing every day to improve your skill 
levels in selling, communicating, building relationships, and 
networking, and how much you know about your product? 

Don't forget that you are a product, too. After all, it is 
you that the customer is really buying. You improve that 
product by finding mentors, by observing what successful 
people do, and by applying some of their methods. But most 
of all, you improve by adapting their methods to your own 
creative style, because you are what is most unique about 
what you sell. 

Your knowledge and commitment to learning provide 
the enthusiasm to sell with passion. The more you learn, the 
clearer your picture of what it takes to succeed, and the more 
excited you get about taking the necessary actions. Which 
brings us to... 

Success From the Outside In 

The more excited we are, the more we apply the things 
we learn, and the better we become at them. The better we 
become at them, the greater the service with which we can 
provide our customers (and that is, after all, our fundamental 
goal). Here are three ways to keep that process growing: 
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Keep others' interests at heart. This is the only 
way to earn a customer's business. To earn means 
to "get or deserve as a result of something one 
has done." You earn a customer's respect (and 
make a sale) when he sees that you are putting 
forth the effort to learn his business and to solve 
his problems. Selling is always about creating win- 
win situations. It doesn't matter to a customer 
how excited you are about a new product or 
project unless your customer knows what it means 
to him. There has to be something about the situ- 
ation that makes him excited as well. 

Increase your depth of knowledge. Learn as 

much as you possibly can about the customer's 
business and goals. How can your product and 
the knowledge you have about that product help 
your customer's business grow? Your depth of 
knowledge brings you greater credibility, along 
with the ability to come up with the best possible 
solutions for your customers. 

Create appropriate solutions. A solution doesn't 
have to be an amazing event that is going to turn 
your customer's company around. It could be a 
small thing that makes someone's job easier, such 
as how your product can help decrease his work 
load. We'd all like to come up with a "big" solu- 
tion, but often the little ones are more impres- 
sive. They're solid and consistent, and those are 
the things that keep customers coming back. 



Over the years, I have worked with 
highly successful people from sports, 

science, business, education, and 

entertainment. A common sentiment 

I heard from all of them is that at the 

end of their lives, they would look 

back and ask, 

"How much did I learn, and how 

much did I serve others?" 



Constant learning and constant action are both equal and 
necessary. We learn from our actions, we act from our learn- 
ing. One without the other suffers. Both, together, provide 
invincible truth. 
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Prospecting 



Johnny Appleseed had the right idea. Everywhere he 
went, he scattered seeds all around him. He knew that some 
seeds would take root and grow, but many would not. Yet 
that didn't discourage him. In fact, it gave him incentive to 
sow more seeds, knowing that more would take root, and 
eventually the whole country would enjoy the fruits of his 
labor. 

Prospecting is based on the Johnny Appleseed princi- 
pal: If you are prospecting all the time, your chances of reap- 
ing rewards are greater. There are eight keys to successful 
prospecting: 

1. Always be prospecting. Plant so many seeds that 
you don't have to worry about each individual 
sale. You have much more confidence when you 
know that if one sale falls through, another will 
sprout in its place. Constant prospecting gives you 
the experience needed to gain confidence. 
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2. Qualify your prospecting activity. Target key cus- 
tomers who have the greatest ability to buy your 
product or service. 

3. Build relationships. Treat prospects as if they are 
already your best customers. 

4. Understand that rejection comes with the terri- 
tory. Nobody likes rejection, but there is one basic 
truth in selling: If you're not getting a lot of re- 
jections, you're not working hard enough. 

5. Learn from your mistakes. You're bound to make 
some along the way — ask yourself what you can 
do differently next time. 

6. Believe 110 percent in your product or service. If 

you believe that your product or service can help 
people solve their problems and make their lives 
a little easier, then you'll want to be out there 
selling all the time. 

7. Keep an organized list of who to call. Use re- 
search, networking, and referrals to increase your 
chances of success. 

8. Don't be afraid to move on. Make sure you're not 
wasting your time with people who are stalling or 
leading you on. If you have enough other activ- 
ity, you don't need "going-nowhere" accounts. 

Successful selling is not a nine-to-five job. Top sales- 
people are prospecting all the time. The more you put into 
your sales career, the more you get out of it. 
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Opportunity is missed by most people because it 
is dressed in overalls and looks like work. 

— Thomas Edison 



Your sales goal is to attract and maintain customers — in 
other words, to build relationships. Every time you meet 
someone, you should be sincerely interested in learning about 
who they are, what they do, and whether or not you can be 
of service to them. Never push yourself on people — that only 
pushes them away. Customers are too intelligent to fall for 
manipulative tricks, but they will respond to a sincere desire 
to find out how your product or service can be of benefit to 
them. Here are several techniques you can use to make your 
prospecting positive and productive: 

Successful Cold Calling 

The ultimate goal of any sales call is, of course, to get 
the business. But most sales are not as simple as "Hi, I'm 
here to sell you something. Sign on the dotted line." A sale 
usually consists of several steps, the first of which may be the 
cold call. 

The goal of a cold call is to gather information — to find 
out if there is an opportunity with this account. If this ac- 
count seems promising, you move on to the next stage in 
your sales cycle. There are several key ideas to keep in mind 
when cold calling: 

•k Start early and stay late. If you think you've heard 
this before, you have. But it's often the best way 
to get into a company, because the "gatekeeper" 
has not yet arrived, or has gone for the day. If 
you walk in at 5:30 p.m., you might just run into a 
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sales manager, or even the business owner. They'll 
appreciate the fact that you're working after nor- 
mal business hours. Therefore, you've already got 
one factor working in your favor — credibility. And 
they may have more time to see you than they 
would during normal business hours. 

A little humor (always in a professional manner) 
goes a long way. You want the person you're 
meeting to feel comfortable with you. Some smile- 
producing entrances include: 

-ft When asked, "Do you have an appoint- 
ment?" reply with, "No. I'm a pleasant 
surprise." 

-ft Introduce yourself and say, "I know you 
make all the decisions in this office, but 
can I speak to the person who thinks 
they make all the decisions?" 

Introduce yourself, and try to get the other per- 
son to do the same. As soon as you make some- 
one smile, using your own name, say, "Hi. I'm 
John Doe. I'm glad I got you to smile." Usually 
the person, giving their name, will answer, "Hello. 
I'm Susan." Then you can continue with, "Susan, 
I wonder if you could help me out?" Try and use 
the person's name as much as possible. The next 
step is to ask, "Is the owner in?" or, "What's the 
name of the president of the company, and how 
do I contact him?" or, "Who is the person that 
makes the decisions about \your type of product 
or service]?" 
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■k Practice top-down selling. Start the sales process 
with the head of the company. Call the office of 
the president. Even if you don't get to speak to 
that person, you will probably get to his or her 
assistant, who can usually give you valuable in- 
formation about the company. Ask the assistant 
to direct you to the person who handles the pur- 
chase of your type of product or service. When 
the assistant says, "Bob Jones handles that," you 
can call Bob Jones, say that you've just been 
speaking with the president's office, and it was 
recommended that you speak with him. It's much 
harder to work your way up through the company 
and go over people's heads to get to the next level. 
Selling from the top down is a good way to estab- 
lish relationships with high-level people in the 
company. 

■& Don't judge a company by its facade. There are 
three reasons for this: 1) The size of a company's 
office doesn't always relate to the size of its bot- 
tom line; 2) other sales reps are probably passing 
this company by; and 3) even if they can't use 
your services, they may be able to recommend 
you to people who can. 

•k After you've gathered as much information as 
possible, try to make an appointment. If this is 
not immediately possible, get back in touch by 
phone. Make notes about everyone you spoke to 
and everything that happened during the cold call 
so that you can refer back to them. For instance, 
you might say, "Hi, Susan. This is John Doe. I came 



Superstms Sales Secrets 

in the other day as a pleasant surprise. Remember 
me?" This is what will differentiate you from the 
dozens of other salespeople this person has talked 
to recently. 

Make people feel important. Ask targeted ques- 
tions, and get them to open up. Listen for what's 
important to them. 

Every time you leave a cold call, ask this ques- 
tion: "Do you know of anybody else in the area 
who could benefit from our products or services?" 
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Treat everyone equally. No matter who you meet 
at the front door, give them the same respect you 
would give the owner of the company. Not only 
is that the polite thing to do, you never know how 
much power they have. If you alienate the per- 
son at the front desk, you may never get in. On 
the other hand, if you make a friend, you may 
succeed where others have failed. 

Diffuse objections. Get as much information as 
possible, even if there is no present need for your 
product or service. Never get defensive. Your goal 
is to gather information in a way that makes the 
customer feel comfortable about giving it. If there 
is no present need, you can say, "I can appreciate 
that. But perhaps in the future you might need to 
change vendors. If I have a better understanding 
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of your business and how it operates, I may be able 
to help you at that time. By the way, what type of 
system are you using now?" You could also handle 
the situation by saying, "I don't want to sell you 
something you just bought. But if your needs 
change, or if we have opportunities to help you 
in other areas, I'd like to have a better under- 
standing of how I might be able to help you. What 
type of system did you just buy?" 

Ask for written information about the company. 

Pick up brochures, annual reports, or any other 
written information that will give you insights you 
can use when you follow up with a phone call to 
the company. 

Be yourself. You're not just a salesperson, you're 
a human being with a unique style and person- 
ality. Find your own ways to use humor, make 
friends and allies, and differentiate yourself from 
the competition. 

Telemarketing Techniques 

For many salespeople, telemarketing is the most diffi- 
cult part of selling. It's much easier for a customer to turn 
you down over the phone than it is when you're face-to-face. 
You may feel that you're interrupting someone's valuable 
time, but your time is valuable as well, and you're calling 
with something of genuine value to the potential customer. 

Often, you will have to speak to a gatekeeper before you 
get through to the decision-maker. Never look upon this per- 
son as your enemy. Once again, treat everyone equally. You 
have a job to do, and gatekeepers are trying to do theirs. 
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One way of handling this is to say, "Hi, can you put me through 
to Jane Smith please?" They might say, "Who's calling?" You 
can say, "This is John Doe from ABC Company. Can you put 
me through please?" You've answered their question, and then 
asked again to put you through. 

The next question you're often asked is, "What is this in 
regard to?" If you try to manipulate or mislead the gatekeeper, 
they'll see right through it — and remember you for it. Think 
about a benefit you've provided to others and how it might 
apply to this company. Your response could be: 

*k "It's regarding increased efficiency ideas for 
your office. Can you put me through please?" 

•k "It's regarding information that was mailed out 
to her. Can you put me through please?" 

•k "It's regarding increasing your market share 
15 to 20 percent. Can you put me through 
please?" 

You don't have to explain what you do for a living. You 
want to get through to the decision-maker. When you do 
get through, the object of the call is to begin a relationship. 
Why should someone who doesn't know you at all, who can't 
see your face, buy from you? They won't, unless you let 
them know who you are, why you're calling, and what you 
can do for them. Successful telemarketing is a three-step 
process: 

1. Introduction. Nobody likes to get a call and not 
know who they're talking to. Tell them who you 
are, who you work for, and what you're selling. 
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2. Benefit statements. Let your customer know how 
you've helped others, and how you can do the 
same for them. If possible, mention the name of 
a company the customer is familiar with. For ex- 
ample, you could say, "I've been working with 
Acme Button Company in your town. I helped 
them increase their sales volume and decrease 
costs in the area of..." Mention several of the 
benefits your product or service provided for 
Acme and can provide for this customer as well. 

3. Close for the appointment. Follow the benefit 
statement by requesting an appointment. One of 
the following approaches may work for you: 

-fr "I'd like to have the opportunity to do 
the same for you. How's next Tuesday at 
10:20 a.m.?" 

•& "I'd like to share 10 or 15 minutes with 
you next Tuesday to see if we can do the 
same for you. Is 10:20 a.m. good for 
you?" 

Remember, you're sharing the time with the customer, 
not taking it from him. And most people don't have appoint- 
ments at odd times such as 10:20 a.m. or 3:50 p.m. Every- 
thing that happens during a telemarketing call should lead 
towards your ultimate goal: laying the foundation for a solid 
relationship with that client. 
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Tel em arke ting 
Checklist 
Plan and strategize. Do your homework before 
you pick up the phone. Do you know who you're 
calling? Are you clear about your objectives? Do 
you know what action you want the customer to 
take at the end of this call — make an appoint- 
ment, give you information, provide a reference, 
close the sale? 

Let the customer know who you are and why 
you're calling. You want customers to be paying 
attention to the way in which you can help. You 
don't want them to spend the time wondering who 
you are and why you're wasting their time. 

Don't just "send some literature." A lot of po- 
tential customers will ask to see something in 
writing before they go further with the sale. If 
you're trying to set up a face-to-face appointment, 
you might say something like, "We have a num- 
ber of products and services. What I'd really like 
to do is get together with you and find out what 
your needs are, so that I can recommend what's 
best for you. Is Tuesday morning good, or is the 
afternoon better for you?" Or you can just say, "I 
prefer to get together instead. Is Tuesday morn- 
ing good...?" 

Sometimes you can't avoid sending out ma- 
terials. If you do, include more than just a note 
saying, "here's the literature you requested." 
Customize your letter so that you reiterate the 
important points covered in your conversation. 

36 



The following letter is typical of one I send out 
following a cold call: 



Dear Steve, 

Thanks again for your time on the phone 
the other day, and congratulations on your new 
product launch. Enclosed is the information you 
requested, which includes a brochure on our 
company and some of the products we have 
available. 

Also enclosed are testimonials, from cus- 
tomers in businesses similar to yours, about the 
benefits they've received in working with us. 

If you have any questions, please don't hesi- 
tate to call. I'll be following up with you on Tues- 
day, September 20 to set up a time for us to 
meet, so that I can find out more about your 
key needs and how we can be of benefit to your 
organization. 

Once again, thank you for your time and 
interest. I look forward to speaking with you 
soon. 

Sincerely, 

John J. Doe 



Let the customer know you wouldn't be calling 
unless you had something valuable to share. If 

the prospect says, "I'm really not interested right 
now," you can say, "Ms. Smith, I'll tell you what. 
If I can't show you ways to add tremendous value 
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to your organization, I will never, ever call you 
again. I'd love to share just 10 minutes with you 
to show what kind of benefits we've provided to 
other customers." If the customer still insists she 
doesn't have the time or interest, say "Thank you 
for your time," and let it go. 

Answer objections with the "Feel, felt, found" for- 
mula. Typical objections you'll hear include, "I'm 
not interested," "I just bought one," "We're happy 
with our present vendor," and, "My brother-in- 
law is in the business." There's no point in argu- 
ing with customers — as soon as you argue, you 
lose. What you can say is, "I understand how you 
feel." You're creating empathy with the customer, 
rather than arguing or getting defensive. The next 
step is to use the success of your present custom- 
ers. "A lot of my present customers felt the same 
way. But when they found out how much time 
they saved by using our product, they were amazed. 
Why don't we get together to find out if we can 
do the same for you. Is Tuesday morning good, 
or would the afternoon be better?" This is a non- 
manipulative, non-aggressive way to deal with an 
objection. 

Stand up while you're talking on the phone. When 
you stand, you give your diaphragm room to ex- 
pand, and your voice should be stronger and 
clearer. If you sit in one spot all day making calls, 
you're bound to run out of energy quickly. Stand 
up. Walk around if you can. Your increased en- 
ergy will come across in your tone of voice and 
manner of speaking. 
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Give yourself feedback. It's perfectly legal to tape 
your own phone conversations, as long as it's for 
training purposes. When the call is over, play the 
tape back and evaluate your approach, how you 
built the relationship, how you handled objec- 
tions, how you closed, and how you sounded in 
general. 

Call early and call late. The best times for 
telemarketing are 8 to 9 a.m. and 5 to 6 p.m. You 
can often catch the decision-maker without hav- 
ing to go past the gatekeeper. 

Make the Connection 

There is one thing that all entrepreneurs have in com- 
mon: They spend a tremendous amount of time trying to get 
inside other people's doors (literally and figuratively). Get- 
ting in the door is often the greatest barrier you'll ever face. 
Once you're in and speaking to the decision-maker, you've 
got everything you've ever learned about sales, plus your own 
experience, to back you up. But none of this education will 
do you any good if you can't get in to see the person who has 
the ability to buy your product or service. 

Most businesses have many people knocking on their 
doors. If you want to get in, you must be persistent — try again 
and again. If you keep trying, someone will eventually notice. 
If, however, you're looking for the one magical way to get 
you past that initial "no" and into the prospect's office, you 
won't find it here. There is no secret code or command that 
will effortlessly open doors for you. 

However, there is one fundamental on which to concen- 
trate when you're trying to make contact: Focus on how you 
can bring value to this person or company. That may or may 
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not initially involve selling them your product or service. If 
you focus first on ways you can serve them, you will be re- 
warded in the end. 

Your first step in accomplishing this goal is to search for 
value-added openings. That means doing some research be- 
fore you even make a call. The easiest way to do that is to 
search the Internet. Most companies now have their own 
Websites. The amount of information you can get from a 
Website is often amazing — you can check out the company's 
product lines, learn about their plans for the future, and get 
information about key personnel. With a little more research, 
you may be able to find stories about the company that have 
recently appeared in newspapers or magazines. 

Use that information to help you find a value-added 
opening. If you find out something interesting about the CEO, 
for example, there might be a way you can hook into that fact 
(perhaps he or she is on the Board of a charity in which you 
participate, and you have an idea for a fundraiser). You al- 
ways want to discover somebody's hot buttons (or even their 
peculiar buttons), a hobby or interest they have, so that you 
can find an article, a book, a product, or a project that relates 
to that person. Read the company's mission statement. There 
may be a way you can help them reach their stated challenge. 

There are times when it's extremely difficult to make any 
kind of connection with the decision-maker. But it may be 
possible to make a connection with his or her assistant, or 
"gatekeeper." If you can make the gatekeeper your friend, 
you may succeed where others have failed, for three reasons: 
1) the gatekeeper usually has inside information, 2) the 
gatekeeper often has "hidden" authority and power within 
the organization, and 3) the gatekeeper has the ability to 
spread the word about you and your product or service. 
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The whole point is to use whatever you can to make con- 
nections. You want to get somebody's ear, and you can't do 
that unless you understand that person's needs and find a 
way that you can help fulfill those needs. 

There are some situations, however, in which you've tried 
everything within your power — and still made no connection. 
After you've phoned, e-mailed, voice-mailed, and "snail-mailed," 
there is one last-ditch tool you might want to try. A sales rep I 
know has used it, and says that 90 percent of the time, people 
will reply. So when you've tried everything else, try this fax: 



Name 

Company 

Fax# 

Dear [Prospect's Name], 

I'm sure you have an excellent reason for not re- 
turning any of my calls. 

Because I don't want to be a nuisance, could you 
please choose from the following options and fax this 
back to me at (123) 555-1234. 

□ I'm on safari and haven't gotten my messages. 

□ I've been drowning in work. Call me next week. . . 
I will take your call then. 

□ I am not working here anymore; call in care of 
NASA. 

□ lam sorry and will call you back soon. 

□ Please call me back at a.m./ p.m. 

on / /03 

□ I hate you and don't ever want to talk to you. 

□ Other . 

Sincerely, 

Your name 
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This may be going to an extreme, but it may also be the 
way you will finally make the connection you need. Sometimes, 
it takes a lot of time, effort, and creativity to make that con- 
nection. When it happens, however, the rewards of finally 
forming an ongoing relationship go far beyond the dollars it 
brings in. 

Unique Methods of Networking 

Salespeople are natural-born networkers. If we didn't 
truly enjoy connecting with people, we wouldn't stay in sales 
very long. That doesn't mean that networking comes easily 
to all salespeople. It's both a skill and an art, and it takes 
practice to make it work for you. 

The idea behind networking is that people make mutually 
beneficial contacts. You can go to a meeting and hand out 
business cards to everyone you meet. That's not networking. 
The best method is to forget about your own agenda and 
find out about the other person's. Then you can determine 
whether or not the person is a potential prospect and figure 
out how best to present your ideas. 

Networking is when you gather information about some- 
one (who he is, what he does, his needs, his interests, his 
problems) and you give out information about yourself (who 
you are, what you do, what differentiates you from others in 
your field). From those beginnings, you develop relation- 
ships that logically lead to sales. Here are several sugges- 
tions for effective networking: 

if Applaud people for their achievements. Most 
people are motivated by recognition, so motivate 
them to get to know you by recognizing their 
achievements. Study industry newsletters and 



magazines, as well as your local paper, for an- 
nouncements of awards, new hires, and promo- 
tions. Cut the article out of the paper and send it 
to the person with a note or a card saying, "Con- 
gratulations on your new promotion. I wish you 
continued success and look forward to speaking 
with you." When you call to follow up, nine times 
out of 10 they'll take your call, and a relationship 
can begin. 

Use customers' business cards as reference guides. 

When you get a business card from a potential 
customer, don't just file it away and forget about 
it. Write everything you know about the customer 
on it — hobbies, interests, birthday, spouse's name, 
names of children, etc. — anything to which you 
might want to refer in later conversations. You 
make the customer feel special when you take the 
trouble to remember personal information, and 
when you have it written down on the card, you 
don't have to depend on your own, sometimes 
faulty, memory. 

Send announcement cards. This is a very useful 
practice that started in the real estate industry. 
When an agent sold a house, she would send out 
announcement cards to all the houses in the 
neighborhood announcing, "Another house sold 
by Nancy Smith." If anyone else was interested 
in selling, they would know who to contact. When 
you make a sale, send out a card that says, An- 
nouncing..." on the front flap. When you open 
the card, it reads similarly to: 
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Another ACE Computer 
System installation 



[location] 



[date] 



By Acme Office Machines, NY, NY 
(212) 555-1234 



Then follow up with a phone call saying, "I re- 
cently sent you an announcement of our installa- 
tion at XYZ Company and wanted to find out how 
we could be of similar benefit to you." 

Send thank-you notes to people who don 't buy from 
you. No matter how good a salesperson you are, 
you're not going to make every sale. But you can 
turn a meeting into a potential relationship by send- 
ing a thank-you note anyway. Here's a sample: 



Dear Steve, 

Thanks again for allowing me to come and 
spend some time to learn about your needs and 
find out about your products. I understand that 
you've chosen to deal with another vendor at 
this time. I wish you success in all your goals. If 
you have any questions in the future, or if I can 
help you in anyway, please don't hesitate to call. 



A letter like this leaves the door open. Many 
times, the customer ends up calling because the 
vendor they went with made promises they couldn't 
keep. When that vendor doesn't work out, they 
can't help but think of the salesperson who took 
the time to send a thank-you note — especially when 
they didn't get one from the people who did get 
their business. 

Be a joiner. One of the best ways to meet prospec- 
tive customers is to join civic and non-profit orga- 
nizations. Find a cause that sincerely interests you, 
and you can kill two birds with one stone: While 
you're networking with other members, you're also 
doing good deeds. 

Go beyond what the customer expects. You can 

establish long-term relationships by going beyond 
sales-related activities. For instance, a sales rep 
at Mallinckrodt Veterinary recently had a cus- 
tomer who was moving into a new office. The rep 
took his own weekend time to help the vet move. 
This accomplished three things: 1) He got to know 
his customer's business from an inside point of 
view, 2) He established himself as someone who 
cares about his customers and is not just pushing 
a product, and 3) He no longer has to stop at the 
desk and say, "Can I see the doctor?" He walks 
right through to see the vet. He has made a long- 
term customer who will see him anytime. 

Focus on helping others get what they want. In 

the end, you'll get what you want, too. 
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Let people know who you are. It's not enough to 
get to know other people — you have to let them 
know who you are as well. Let them know what 
makes you special, what differentiates you from 
the competition, and why they should do busi- 
ness with you. 

Never underestimate the power of a thank-you. 

Send thank-you notes to people who give you 
referrals — whether or not they pan out. Show 
your appreciation, and they may be willing to give 
you other referrals down the line. 

Always do the best job you can. Word of mouth is 
the best networking tool ever invented. If you 
serve your customers well, they'll make connec- 
tions for you. 

The purpose of networking is not only to get 
sales — it's to build relationships. In any solid 
relationship, there is a natural desire for the in- 
volved parties to help each other. People with 
whom you network know that you're a salesper- 
son and that you would like to make a sale. If 
they think this is your only interest in them, they 
may be reluctant to buy. They'd rather deal with 
someone who is genuinely interested in them, and 
who will help them solve their problems. If you 
build a relationship on trust and care, you will 
also eventually build a sale. 
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Prospecting From Your Customer Base 

Every sales book written will tell you that it's easier to 
keep a customer you have than to get a new one. However, 
many salespeople get so caught up in the "excitement of the 
chase" — the pursuit of new clients — that they forget about 
the client base they already have. You want to do more than 
just keep your current clients — you want to expand the 
amount of business you're doing with them. 

It takes work to keep any relationship going and grow- 
ing. You can't depend on your product to keep your cus- 
tomers loyal. Currently, there's so much product parity that 
if you want to keep the competitive edge, you've got to pro- 
vide the one thing your customers can't get from anyone 
else — personalized service. Your present customers can be 
the best source of future business. Here are some sugges- 
tions for prospecting from your customer base: 

* Make personal contact a priority. Keep your 10 best cus- 
tomers on speed dial so that you can call them when you 
have a free moment to say hello. This serves as a con- 
stant reminder of who your key contacts are and that 
you should keep in touch. With the press of one button, 
you can call to say hello, find out what's new with their 
business, and see if there's any way you can be of further 
service. 

* Keep you customers in mind. If you see an article in a 
newspaper or magazine that might be of interest to them, 
send it to them. It could be some relevant industry news 
(theirs or yours), or it could be something related to a 
sport or hobby that interests them. 

* Follow your MAP. Use your MAP board to keep track of 
customers' buying cycles. Then send out mailings to them 
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every three, six, or 12 months (or whatever their cycle is) 
announcing a new product or development, or to find 
out if there's any way you can be of service. (See page 
128 for MAP explanation.) 

Implement customer satisfaction surveys. Many cus- 
tomers who have minor complaints will never say any- 
thing about them — they just won't buy from you again. 
If you ask them for their opinion, however, they'll be 
glad to give you the chance to solve the problem. Call 
your customers and ask, "Is there anything we're not 
doing we should be doing?" Or, every few months, send 
current customers a one-page survey about how you and 
your product or service are performing. The survey has 
two functions: It gives you a chance to correct any prob- 
lems, and it can be used as a selling tool for prospective 
clients. A positive survey from a satisfied customer reas- 
sures a prospect that he, too, can expect satisfaction. 

Build a reputation as a problem- solver. Problems are 
opportunities. Research conducted by the United States 
Office of Consumer Affairs showed that of consumers 
who complain and receive a satisfactory response, 70 
percent become the company's most loyal customers. If 
you should receive a complaint, go beyond the customer's 
expectations in solving the problem. 

Learn about your customer's business, and think of ways 
to help their business grow. Help your customers in any 
way you can — whether or not it has anything to do with 
sales. You might run into someone who could benefit 
from your customer's product or service. You might be 
in a position to help get your customer some publicity or 
have some promotion ideas. Whatever you can do to help 
your customer's business will help yours as well. 
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* Remember that customers buy from people they like, trust, 
and respect. 

k Like: A customer doesn't necessarily want to be- 
come your friend, but she does want to feel com- 
fortable with you. She has to feel a connection 
with you. She wants to know that you are being 
yourself and that you can listen and respond to 
her needs. 

•k Trust. The basis for all sales relationships, espe- 
cially those that entail ongoing and long-term sales 
cycles, is trust. TRUST is an acronym for the criti- 
cal elements of a strong relationship: 



Truth 


Be totally honest. 


Reliability 


Never promise something 
you can't deliver. 


Uncommon effort 


Go the extra step to earn 
the business. 


Service 


Superb service builds 
trust. 



Truth Openness and honesty, 

start to finish. 

k Respect: Customers will respect you when you are 
knowledgeable about your product or service and 
when you're prepared and professional on your 
calls. But they'll respect you even more when you 
take the time to learn their business and their 
needs and show your commitment to helping 
them achieve their goals. 
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Tips to Keep Customers Coming Back 

Top sales performers measure their success not only by 
the quantity of sales they make, but by their quality as well. 
Obviously, high achievers in sales keep their customers com- 
ing back again and again. The following list of practical tips 
and ideas has not been devised from some textbook or theo- 
retical practice. This information — which you've read about 
before in this section, but is well worth repeating — has been 
applied by hundreds of top achievers and successful busi- 
nesses throughout the country. 

•k Attitude and enthusiasm. These two principles 
have been the basis for more sales success than 
any other factors. Enthusiasm comes from the 
Greek word entheos, which means "the god 
within." Isn't that an apt description? Think back 
to times when you've been enthusiastic about 
something. Didn't it make you feel good? Em- 
powered? Spirited? As if the "god within" was 
giving your life a lift? Enthusiasm can often carry 
us far beyond any skill or talent we may be lack- 
ing. In many instances, we can supersede our defi- 
ciencies by turning on an engine of enthusiasm. 
Attitude often determines our altitude in life. 
Having a positive attitude towards a situation 
determines more of an outcome than any other 
factor involved in success. With a great attitude, 
we usually can control 95 percent of what happens 
to us (the other 5 percent that is uncontrollable is 
based on outside sources). Remember, most 
people will react to you in the exact way you ap- 
proach them. For example, if you are enthusiastic 
and excited to see someone, you'll usually get the 
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same type of response. This is called mirroring. The 
world around us is a reflection of our attitude to- 
ward our environment. 

<k Differentiation. What makes you unique as a sales- 
person? What makes a customer come back to you 
again and again or refer other people to you? When 
someone buys from you, they must feel as if they 
received tremendous value for what they bought; 
they must also remember something unique about 
you because you separated yourself from the com- 
petition. One top professional took photographs 
of each of his customers. He mailed a copy to the 
customer with a note that said, "Here's looking at 
you! Thanks again for your business." This small 
personal touch made this salesperson a definite 
standout. 

•k Know your customer's business as well as you 
know your own. Ask qualifying questions to find 
out as much as you can about your customer's 
company. Study the industry in which he's in- 
volved. Find out who his customers are. When 
you care about a customer's business, he knows 
you're not just trying to push a product down his 
throat. He'll value your opinion as well as your 
product or service. 

■k Follow-up and feedback. One of the most impor- 
tant areas of business today is not the first sale, 
but the consistent repeat business we get after 
the sale. You can follow up after the sale by 
phone, in person, or through direct mail. Let them 
know you appreciate the sale and are available 
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for questions or problems. You not only help your 
customers, but you get them to recommend you 
to others. 

Effective referrals. People who are satisfied with 
your product and service become extremely loyal 
customers. They're the best method of advertis- 
ing you'll ever find. Give them incentives to refer 
others to you. Why not give a discount or a free 
gift with each referral? Use every contact with 
your customer to ask, "Do you know anyone else 
who might benefit from what I have to offer?" 



4# cu r~ %■ 

Checklist 
Ask your customers for feedback. Find out what 
you're doing right and what you're doing wrong. 
If there are problems, find ways to fix them. Ask 
your customer what you need to do to maintain 
and increase their business with you. 

Deliver on everything you promise. Better to sur- 
prise your customer with unexpected service than 
to disappoint them by promising something you 
can't guarantee. For instance, Sales Rep A tells 
his customer, "No problem. I can have those goods 
delivered in a day." Sales Rep B says, "The best I 
can do is have those goods delivered in three days." 
The goods are delivered in two days. Who looks 
better? Sales Rep B, because he exceeded that 
customer's expectations and delivered the goods 
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a day early. It's possible that being honest and say- 
ing you can't deliver in one day will cost you some 
business. But suppose they're counting on your de- 
livery, and you can't follow through? You've lost a 
customer for life. 

Become a "partner" in your customer's business. 

Keep you customer's best interests in mind. In very 
rare cases — if you know that you don't have the 
right product in your line, or if you know that some- 
one else can make a faster delivery — you might 
even recommend your competition. If you do that, 
you'll no longer be considered a salesperson by 
your customer — you'll be a consultant, a partner. 
That's integrity selling, and that's the first thing 
customers talk about when asked what they want 
in a vendor. The next time you recommend one of 
your products to this customer, he'll trust that your 
recommendation is in his best interest. 



Five Tips to Keep Customers Coming Back 

1. Maintain a positive attitude and 
generate enthusiasm. 

2. Differentiate yourself through personal 
touches and exceptional service. 

3. Know your customer's business. 

4. Make follow-up and feedback high 
priorities. 

5. Give customers reasons — and 
incentives — to refer you to others. 
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How to Get Your Customers to Sell for You 

The best way to get prospective clients to buy from you is 
to introduce them to other satisfied customers. It's one thing 
to tell a potential customer how great your product is and 
how wonderful your follow-up will be, but it's quite another 
to get him to believe you. Some unscrupulous salespeople will 
say anything to make a sale. How can you prove that you are 
sincere and trustworthy? By letting your customers do the talk- 
ing for you. There are dozens of ways to build a customer refer- 
ence sales portfolio, and here are a few: 

•k Taped testimonials. Ask your best customers if 
you can "interview" them on tape about the posi- 
tive experiences they've had with your product 
and company. It will only take a few minutes, as 
you want to put several short interviews on tape. 
When you start the interview, introduce yourself 
and the person you're interviewing. Mention the 
particular product or service this client is using. 
Have the customer tell about the reasons he chose 
to go with your company, and how your product 
has fulfilled his needs. Then, when a prospect 
wants to know about your service record, you can 
say, "Here are some comments from customers 
who had the same concerns as you do." You can 
play the tape for him right then, or leave it with 
him to listen at his leisure. 

*k Reference letters. Most sales reps use reference 
letters, but not enough of them. You should have 
a reference letter for each account that was inter- 
viewed on tape, so the letter confirms the validity 
of the taped interviews. Highlight key points. 
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Reference letters don't just arrive spontaneously. 
Call your customers and ask if they are satisfied 
with your product and service. Take some notes, 
get a copy of their letterhead, type up their com- 
ments, and bring it in for them to sign. The beauty 
of this process is that as you're collecting letters, 
you're building better relationships with your cus- 
tomers. Of course, the best reference letters are 
the ones that come to you unsolicited. 

Use a "story" reference list. When potential cus- 
tomers ask for references, they're usually given a 
typed list of names and phone numbers. They may 
or may not call the people on the list, and if they 
do, they'll probably call one or two and ignore 
the rest. Why not turn this reference list into a 
selling tool? Expand your list to include not only 
names and phone numbers, but mini-stories de- 
scribing how your product or service has worked 
for your customers. Write short profiles of their 
businesses, including which of your products they 
use and problems you helped solve. Write brief 
stories of what they bought from you, which of 
your competitors they also considered, and why 
the decision was made. This gives the prospect 
some insight into which of your customers are 
similar to him, and makes your references stand 
out from those of your competitors. 

Put your customers in the picture. If your prod- 
uct is highly technical or complex, you might 
choose to make a videotape of an installation 
(with the customer's permission, of course). Ask 
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your customers to talk about the benefits they've 
received from your product or service. If your prod- 
uct is not as complex, take photographs of your 
customers using your product or service. A pic- 
ture of a happy, satisfied customer is worth a thou- 
sand impersonal sales brochures. 

Ask for mini business card testimonials. When you 

make a sale, ask your customer for a business card. 
Then ask her to jot down on the back of the card 
one or two main reasons she bought from you. Slip 
collected cards into a sheet of plastic sleeves you 
can buy at any office supply store. This is a con- 
venient way to show prospects a variety of your 
present customers and their handwritten testimo- 
nials. 

Use your reference portfolio to answer objections. 

For example, if a prospect says, "Your price is 
too high; I can get it for $2,000 less," you can 
answer with the reference portfolio: "Many of 
our present customers said the same thing be- 
fore they bought from us, but here's what they're 
saying now after making that extra investment." 
By using the customer reference portfolio, you 
can show prospects your successful relationships 
with present customers. That's an extremely pow- 
erful selling tool. 
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Checklist 
Remember that word of mouth is the most power- 
ful sales tool. If you do your best for your custom- 
ers, they'll let others know. Every customer should 
be treated as if she were the biggest account you have . 
You never know who may recommend you to 
whom, and you want to be sure that every cus- 
tomer is getting 100 percent from you. 

Develop a customer portfolio. Put all your letters 
of reference, your customer photographs, your 
customer satisfaction surveys, and any other rel- 
evant material into an attractive presentation 
book that can be shown to your prospects. 

Thank your customers for their testimonials. If 

your customers write you testimonial letters or 
agree to be audio- or videotaped, send them a 
letter of thanks and perhaps even a small gift. 
This lets them know you appreciate the vote of 

confidence. 



If you have 100 delighted customers, 
■^ you have 101 people 

selling your product. 
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If you were selling shoes, you wouldn't just grab any old 
pair of shoes regardless of the size, style, or color preference 
of the customer. It would be a miracle if you ever made a 
match. And yet, many salespeople try to "pitch" prospects 
into buying before they know anything about them. 

New salespeople often find that the way to keep control 
of a sale is to keep talking — to go through their presentation 
point by point, hoping that by the time they're finished they'll 
have covered the customer's interest. This could not be fur- 
ther from the truth. A presentation can only be effective if 
you know what the customer's interest is beforehand, and 
purposely hit each point. 

That's where needs analysis comes in. Once you know 
the customer's needs, you can determine how your product 
or service can best meet those needs. There are three ways 
to do this: 
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1. Research. 

2. Asking questions. 

3. Listening. 

The more information you can gather, the better the so- 
lutions you have to offer and the more you elevate yourself 
above your competitors. 

Research 

The amount of research you do before you go on sales 
calls often depends on how many calls you have to make and 
how much time you have to make them. Obviously, if you're 
making 20 calls in one day, your research time will be fairly 
limited. However, time spent in preliminary research will save 
you time during the sales call. You can make lasting impres- 
sions on prospective customers by understanding their busi- 
ness, their industry, and their needs. Any information you 
can find out before a meeting helps you develop the right 
questions and position you as a knowledgeable potential 
"partner" in the business. If possible, before you go on the 
sales call, find out about: 

if The company's origin. 

if The company's position within the industry. 

if The company's products or services. 

if The company's mission statement. 

if The company's customers. 

if The company's main competitors. 

There are many resources from which to do this type of 
research. They include: 
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■& The library: If it's a large company, look up the 
listing in Dun & Bradstreet, and use the library's 
computer to see if there have been any articles 
about it in national newspapers or magazines. If 
it's a smaller company, find out if the local papers 
have printed any news concerning the company 
in the past year or so. If your customer's com- 
pany is a subsidiary, find out about the parent 
company as well. If you can't find information on 
the company itself, look for information about 
the industry as a whole. 

■& Written information: Call the company and ask 
to see any literature it has available, such as bro- 
chures, catalogs, newsletters, and annual reports. 
Try to get on the company's mailing list so that 
you'll have updated information whenever you 
call. 

"& Oral information: Call the customer service de- 
partment and get as much information from them 
as you can. Use your networking skills — see if you 
can find someone who knows a person that works 
for your prospect company. Talk to salespeople 
from related industries, and see what they can 
tell you. If possible, talk to your customer's cus- 
tomers, and find out what they like about this 
company and what problems, if any, they have 
with them. 

Develop a list of five questions you would like to have 
answered before you call on your next prospect. Then do 
the research necessary to answer those questions. 
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Keep and update a list of reference sources. Some of 
those might include: 

Annual report/SEC filings: You might even want 
to buy a share of stock in the company. That way 
you'll be on the mailing list for all corporate finan- 
cial information. Read the annual report's letter 
from the top executive and the mission statement. 
Read all of the footnotes, because they often 
mention potential problems. And look for the list 
of officers and top executives. 

Dun & Bradstreet, Value Line, U.S. Industrial 
Outlook: These sources provide information on 
companies and industries, including trends and 
major players. 

Trade Association Directory: Look up the asso- 
ciation appropriate to your prospect. Then call 
that association — they can give you industry in- 
formation and tell you which industry publications 
would be appropriate for you to read. 

Trade publications: When you find publications 
relevant to your prospect's industry, use them to 
get information about your prospect's competi- 
tors as well. Don't forget to check out the adver- 
tising (which can be as informative as the articles), 
new product information, and sections about 
who's been hired and/or promoted. 

Directories and Who's Who: Ask your librarian 
for appropriate national, regional, and/or local 
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business directories. They'll often provide de- 
tailed information about companies and their 
chief executives. 

Chamber of Commerce Directories: Call the 

Chamber of Commerce for your territory and ask 
for a directory. This will usually provide a listing 
of businesses as well as basic facts about what they 
do, the number of people they employ, and names 
of key executives. 

The Art of Asking Questions 

Selling is not a one-size-fits-all process. Every prospect's 
needs, challenges, problems, budget, and decision-making 
process is unique. Therefore, every sale must be designed 
and customized to fit that prospect's needs. 

There is only one way to find out what those needs are, 
and that is by asking questions. Questions are a salesperson's 
most valuable selling tool. Every salesperson knows that in 
order to sell a product or service, you have to sell its ben- 
efits. But what one person considers beneficial may be of no 
interest to another. The only way to find out which benefits 
are important to a particular prospect is to ask questions. 

Most prospects expect you to come in and make a pitch 
about your product or service. However, you can surprise 
and impress them by getting information from them first. 
You can start your presentation with: 

"Thanks for sharing this time with me today, Mr. Smith. 
As you know, we are an advertising specialty company with 
25 years in the business. We've been working for many busi- 
nesses in the area. But before I begin to tell you in more 
detail about our organization and what we do, I'd like to 
find out as much as I can about your company, your people, 
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and your goals, so that I can see if we have an opportunity to 
make a match here. Do you mind if I ask you some ques- 
tions and take some notes?" 

Key Qualifying Questions 

Here are some key questions that will allow your prospect 
to share important information. Customize these questions 
to your own industry and use those that work best for you. 
The more you know about your customers' needs, the better 
you can recommend the right product or service and the 
greater the odds are for gaining their business. 

"k What are the three most important criteria you 
consider when investing in [fill in the name of 
your product or service]! 

k I know your main area is [fill in the prospect's 
field], but can you tell me more about your 
company's products and its history? 

k What differentiates you from your competition? 

•k Who are your main customers? What do they 
expect from your product or service? 

k What is your role in the organization? 

k What are your company goals for the next one, 
two, or three years? 

k How can I become your most valued supplier? 

k What does the next vendor/supplier need to do 
to earn your business? 

k What would have to happen for you to consider 
a switch from your present vendor/supplier? 
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k What would you like to see from a vendor and 
salesperson in the area of support after the 
sale? 

k What is the process you normally go through 
when considering a new vendor? 

k Who else would be involved in this decision 
that you would recommend speaking with? 

k What are the reasons you've changed to your 
present vendor from the one you had in the 
past? 

■k How many suppliers do you currently use? 

k Do you have a system for evaluating the service 
and results of your suppliers? 

■k What is the biggest challenge in your business? 

k What do you like most about your job? 

■k What services provided by your present 
supplier are most important to you? To your 
company? To your customers? 

k What do you like least about your job? 

k What is it about this business you don't like? 

■k What are your feelings about our industry? 

■k If we could develop an agreement that added 
value to your program in both price and service, 
would it be of interest to you? 

k Do you see any reason why you would not want 
to utilize our company? 
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Of course, you don't have to ask all of these questions all 
of the time. Be sure that you understand why you're asking a 
particular question, so you know what to listen for in the 
answer. For instance, the answer to "What is the process 
you normally go through when considering a new vendor?" 
will tell you the exact steps this customer uses to acquire 
new vendors. The answer to "What are your feelings about 
our industry?" will tell you if they've had problems with com- 
panies like yours in the past. If they have, you can address 
those problems and assure the prospect that you can deal 
with those issues, should they arise. The answer to "What 
are the reasons you've changed to your present vendor from 
the one you had in the past?" will show you buying patterns, 
how the company has grown, and how they make a decision 
to change. 

The Four Basic Types of Questions 

1. General questions. By asking general questions, 
you can gather basic information about the com- 
pany, its departments, its customers, its competi- 
tion, and the individual with whom you're speaking. 
These are usually open-ended questions, such as 
"What got you into this business?" (General ques- 
tions are similar to those that might be asked by 
a psychiatrist to get the patient to open up, such 
as, "Can you tell me what you've gone through 
these past three years?" 

2. Probing questions. Once we find the general in- 
formation, we want to get more specific. These 
questions uncover problems, concerns, dissatis- 
factions, or specific buying criteria. The key is to 
probe beneath the surface and get information 
the competition misses. These questions can be 
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either open or closed, for example, "You said ear- 
lier you just opened a new branch office. What 
type of system are they using there?" Every time 
you ask a general question, you'll probably want 
to follow up with some probing questions that will 
help you get the specific information you need. 
These are questions such as, "Can you expand on 
that for me?" "Can you tell me more about that?" 
or, "Can you describe exactly how that works?" 
(These are like questions a reporter might ask — 
"Where was the fire? When did it happen? Who 
did you see?") 

Effect questions. These questions enable the pros- 
pect to express the impact of daily problems and 
how they affect their business, customers, and 
employees. The purpose is to get problems out in 
the open so that you can show how your product 
or service can provide a solution. You might ask, 
"Are there any problems with the new system? 
How does that affect your delivery schedule?" 
(These are the type of questions a doctor might 
ask — "What happens when these headaches 
come on? Do they affect your eyesight? Your 
balance? Your mobility?") 

Commitment questions. These questions prompt 
the prospect to express a clear desire for a solu- 
tion. They take the focus away from the problem 
and towards the value of a solution. The prospect 
herself expresses the worth and value of what a 
solution would mean to her, for instance, "So 
having a product that could eliminate those 
problems would be important to you?" You're 
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helping the prospect to see how your product or 
service would fill a need for her, and she is saying 
yes throughout the sales cycle, so the close is a 
natural progression. (Lawyers ask commitment 
questions — "So what you're saying is that on 
Tuesday, November 4, you were at the meeting 
with Mr. Jones, isn't that right?") 

You don't have to ask questions in any specific order, 
but start with very broad questions and then go into specif- 
ics. Use open-ended questions to get information, and closed- 
ended questions to gain commitment. 



People don't care how much 

you know until they know 

how much you care. 
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Take notes. Don't rely on your memory to remind 
you of what's important to your prospect. Ask up 
front if it's all right for you to take notes. Write 
down key points and hot buttons to which you 
can refer later in your presentation. 

Develop your own list of "best" questions. Keep 
a "key qualifying questions" sheet, like the one 
on pages 69 and 70, for each of your customers, 
filling in the 10 most important qualifying ques- 
tions you should ask. 



Key Qualifying Questions 

Company Information 



Account: 
Phone: 



Address: 
Address: 



Contact Name: 
Title: 



Number of locations, divisions, 
affiliates, and subsidiaries: 



(May we please have a list with names and 
addresses of each?) 



69 



Superstar Sales Secrets 



70 



Needs Analysis 

Ask if you can take a tour of the customer's business. 
This accomplishes two things: 

1. It gives you an insider's view. If you're selling com- 
puters, for instance, you may be able to see for 
yourself what system the customer currently owns 
and how it is actually used. 

2. It gives the customer recognition, as well as a 
chance to show off what she does and what she's 
done with her company. It's a great opportunity 
to build rapport and let your customers know that 
you're interested and that you care. 

The Art of Listening 

There are three key elements in real estate, and they are 
location, location, location. The three key elements in sales 
are listening, listening, listening. Listening enables you to 
understand each prospect and customize your presentation 
to focus on his or her specific needs. There have been many 
times that sales reps have talked themselves out of a sale, 
but none have ever listened themselves out of sale. 

If you're talking, you're not learning anything. When your 
prospects are talking, they're revealing clues about them- 
selves and their businesses. If you're a good listener, you can 
pick up on these clues and focus your presentation on these 
areas. If you let the buyer tell you what her needs are, it cuts 
your work in half. 

■& Watch body language. If a customer is leaning 
forward, making eye contact with you, and using 
animated gestures, he or she is hitting on a par- 
ticular area of interest. If the customer is leaning 
back, distracted, and slumping in her seat, her 
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body language is telling you to move on to another 
area. Learn to listen with your eyes as well as your 
ears. 

Show interest and alertness. Your body language 
also conveys signals to the prospect. Be an active 
listener. If the prospect thinks you're not inter- 
ested, she'll end the conversation. Make frequent 
eye contact. Take notes. Sit up straight and nod 
your head to let her know you're following what's 
being said. 

Eliminate distractions. You may not be able to 
eliminate the distractions in someone else's office, 
but you can eliminate your own distractions. 

Delay interpretations. Don't jump to conclusions, 
and don't interrupt. Wait until the prospect is 
through speaking. Listen for hot buttons, but 
don't jump to the close too quickly. There'll be 
plenty of time to close when the prospect has fin- 
ished her thought. 

Put aside personal opinions. You may not like a 
prospect's opinions or political views. Your only 
job is to find out whether or not your product or 
service can help that prospect's business. 

Don't judge a book by its cover. The head of a 
company isn't always dressed in a conservative 
suit. Don't decide from the speaker's appearance 
and delivery that what he or she has to say is not 
worthwhile. 

Avoid expectations. There will be times when your 
products and the customer's needs simply do not 
match. If that's the case, move on to another sale. 
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Don't try to force this customer into a mold that 
doesn't fit. But be sure to ask if this prospect 
knows anyone else who might benefit from your 
product or service. 

■& Check your understanding. Your interpretation of 
what the prospect said may be something different 
than what he or she actually meant. "Our com- 
puter system is adequate for our present needs," 
maybe taken to mean no interest in a new system. 
To clarify, you might ask, "Does that mean you're 
completely satisfied with your present system?" 
That gives the prospect the opportunity to say, 
"Not really. It's adequate for the present, but it 
doesn't leave much room for future expansion." By 
making sure you understand the answer, you ex- 
pose a need and create an opportunity for further 
discussion. 

■& Listen between the lines. Often what a person 
doesn't say provides as much information as what 
he does say. 

Six Steps to a Successful First Sales Meeting 

There's nothing like a first meeting with a client or cus- 
tomer to get your nerves rattled and your adrenaline pump- 
ing. After all, there could be a lot at stake. You never know 
when a reluctant buyer might bloom into a lifelong customer. 
And if the first meeting doesn't go well, you have to work 
doubly hard to get a second chance. 

So what can you do to ensure that the first meeting will 
be a success? Here are six steps you can take to give you a 
competitive edge: 
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Do your research. Look up the company on the 
Internet. Search for articles about the company 
in newspapers and magazines. Talk to people who 
are in the same industry and ask them how much 
they know about the company. Start collecting 
business cards from everyone you meet, even if it 
seems that their business is irrelevant to yours. I 
have hundreds of cards from people I've met over 
the years. I keep them in a large binder divided 
by tabs into various industries (I also log them 
into my computer). Then if I need information 
on a particular industry, I may have 15 or 20 
people I can call upon for advice and insight. Use 
your networking abilities not only to sell, but also 
to collect resources that can help you make the 
best possible impact at your first meeting. 

Before the meeting, write down three value points. 

These are the three most relevant benefits for 
this particular client or customer, based on all 
your research. These are points that show your 
product or service in the best possible light. 

Outline your agenda. Put together an outline of 
what you intend to cover during the meeting and 
fax or e-mail it to the client. It not only gives them 
an idea of what you're going to do, it gives them 
a chance to prepare. It's not unusual to hear a 
prospective client say, "I wish I'd known about 
this so I could have had more information for the 
meeting." If they have your agenda in advance, 
they will have time to prepare any questions they 
might have. Most importantly, the agenda makes 
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it easier for the customer to understand your ob- 
jective, while it creates a strong impression of how 
organized and prepared you are. 

Bring something personal. If possible, find out 
about a personal hobby or interest. You may be 
able to get some of this information from the 
client's assistant. Or, if someone else has referred 
you to this client, ask that person to tell you some- 
thing about the client that might help you make 
a connection. You might learn that a prospective 
client is a sports fan or loves the opera. Then you 
can bring that subject up in conversation, or bring 
related articles, books, or magazines. This lets 
clients know you're interested in them as people, 
not just as potential buyers. 

Don't put all your eggs in the "big meeting" bas- 
ket. It's great to get excited about that first meet- 
ing — especially when you know it might lead to a 
big sale. But no matter how well prepared you 
are, there are times when, for reasons that are 
beyond your control, you won't get the sale. If 
you've put all your effort and energy into that 
one call — the rest of your sales day is ruined. You 
need to be sure you have other meetings to look 
forward to, other activities to keep you going. 
Turnaround time is the key: How long does it take 
you to pick yourself up and go full-blast into your 
next meeting? Don't lose your momentum by let- 
ting the hype of your "one big meeting" spoil your 
enthusiasm for your other customers. 

Visualize the meeting from beginning to end. Go 

through your agenda step by step, keeping your 
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objective in mind. Go over the questions you want 
to ask, and the important points you want to 
make. This is the same sort of visualization pro- 
fessional athletes' conduct before an important 
game or match. Seeing a successful outcome in 
your mind's eye make it easy for your body to 
follow. 

Your goal at the first sales meeting is to make a connec- 
tion, to establish a relationship. How do you do that? By 
creating value. By concentrating on what you can add to a 
situation, as opposed to what you can get from it. When you 
do this, you find that people are more receptive to you, they 
want to listen to you, be with you, and work with you because 
of the value you're adding. And that's the most important 
step you can take towards any sale. 

Follow-up 

If you have a short sales cycle, you may be able to close 
the sale after you complete your presentation. In a longer 
sales cycle, the needs analysis is only the beginning of your 
relationship with this prospect. You may be asked to forward 
information or materials to the prospect, see this prospect 
again, or make an appointment to see someone else in the 
company. 

Whatever the outcome of your meeting, be sure to follow 
up with a letter summarizing the main points of your discus- 
sion. Go over the prospect's needs and desires. This shows 
that you were listening. Also include a statement that tells 
the prospect the next action you will be taking, such as calling 
on a particular date or coming for the next appointment. 
Here's a typical letter that is sent to prospects after a needs 
analysis meeting: 
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Ms. Sally Trainer, V.P., Sales and Marketing 
Acme Button Company 
1 Main Street 
Anytown, USA 10000 

Dear Sally, 

It was a pleasure speaking with you this afternoon. I'm 
very impressed with your recent award for Sales Manager 
of the Year. Thanks again for taking the time to share your 
valuable input. Enclosed is the information I promised you. 
To make sure that we're on the right track, the following 
list reviews some of the key points you brought up: 

1. You need a system that handles a large 
volume of calls. 

2. Callers should have the option of voice mail or 
operator-answered calls. 

3. All staff, including the President and CEO, 
must be trained on the system. 

4. Follow-up plan must be written out in detail. 

As we discussed, I'll be calling you on Friday, Septem- 
ber 30, at 9 a.m. to go over this information, along with 
any questions you may have. If you need anything before 
then, please feel free to call. As a representative of XYZ 
Corporation, I look forward to starting a long and suc- 
cessful relationship with you and your organization. 

Best regards, 
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Imagine you're a customer looking to buy a new widget. 
Two salespeople come along with essentially the same prod- 
uct, pricing, and promises. What makes you choose one over 
the other? More than likely, the salesperson you chose had 
a powerful, persuasive presentation. 

Presentations come in many forms, shapes, and sizes. 
Actually, any sales call you make is a form of presentation. 
Some calls, however, include more formal presentations 
with visual aids, leave-behinds, and product demonstrations. 
You can shape your presentation around a portfolio that 
contains information you go through in an organized manner, 
or you can select only those pieces of information that have 
an impact on a particular customer. The type of presenta- 
tion you give depends on your product, your prospect, and 
your personal style. 

A mediocre presentation can lose the sale for even the 
greatest product or service. Keeping that in mind, here are 
five things not to do when making a presentation: 
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Do not speak more than 80 percent of the time. 

The most successful reps listen 70 to 80 percent 
of the time and make an effort to learn the real 
needs of the buyer. Once you understand the 
customer's criteria, you can customize the pre- 
sentation to show how you can meet their needs. 

Do not wing it. Don't go into your meeting blind. 
Find out as much as possible about the customer 
before you go into the call. Customers respect 
the salesperson who takes a genuine interest in 
their situation and makes the effort to understand 
their business ahead of time. 

Do not fail to take any notes. A short pencil is 
better than a long memory. Ask the customer if 
it's okay to take notes because you don't want to 
miss any information. 

Do not just start rambling about your product 
and go off on tangents. How can you expect your 
prospect to follow your lead if you don't know 
where you're going? A presentation must have a 
clear, logical through-line so that the sale is always 
moving forward and the prospect is always head- 
ing toward the ultimate "yes." 

Do not fail to ask any questions. The question is 
the answer. The most successful reps in the coun- 
try ask powerful questions to get their customers 
talking about their real needs. That's the only way 
to be able to focus your presentation on the 
buyer's criteria. 
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The purpose of your presentation 

is to make it easy for the 

customer to buy. 



Six Steps to a Powerful Presentation 

Every time you make a sales call, your presentation will 
be different than it was the time before. That's not only 
because each prospect you encounter will have different 
needs. Other factors come into play, including the time the 
prospect has available to spend with you and the prospect's 
personality type. 

However, the basic structure of your presentation never 
needs to change and will serve as the solid foundation on 
which you build your sales. That foundation is based on the 
following six steps: 

1. Visualize a successful outcome. Right before you make 
the call, run through the entire process in your mind. Go 
over the steps you're going to take and the points you 
need to make. Read over your research notes and the 
ways you've found that your product can benefit this cus- 
tomer. Picture yourself coming up with new benefits as 
you learn more about the company's needs. 

2. Make an introduction and build rapport. Try to find 
areas of mutual interest about which you can chat briefly. 
Your research might have revealed that the prospect 
went to the same college you did, or that the company is 
opening a branch in your hometown. Look around the 
office. Find an area of common ground to give the con- 
versation a smoother start. 
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Bridge to the business topic. There should be no awkward 
pause or jump from the short introductory period into the 
business at hand. You must take the lead and set the di- 
rection for your presentation. The leadership you show 
when you're clearly in control adds to your persuasive- 
ness as a presenter. Here is a typical bridging transition, 
which you would, of course, customize to fit your own 
business: 

"Mr. Jones, I appreciate your sharing your time with 
me today. As you probably know, my company, Widgets, 
Inc., has been the leader in manufacturing widgets since 
1956. We've worked with many companies in this area, 
including ABC Company and XYZ Corporation. But be- 
fore I go into the specifics about our widgets, I'd like to 
find out information about your needs, your goals, and 
what you're looking for in a widget supplier. At that point 
I'll be able to see if we can help you the way we've helped 
our other customers. Do you mind if I ask you some ques- 
tions and take some notes?" 

Ask questions and make a needs analysis. This is the 

stage where you use the questioning techniques discussed 
previously. That means most of this time will be spent 
listening and taking notes. 

Summarize. This is when you do the talking — although 
even at this stage, you're constantly asking for the 
customer's feedback. Go back through your notes and 
summarize the customer's key buying criteria. For instance, 
you might say, "So the most important point for you, when 
buying widgets, is that they be available for immediate 
delivery on short notice. Is that right? You also said 
that you need to be able to special-order widgets in non- 
standard sizes. That's also important to you, isn't it?" 
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There are a few reasons for summarizing the key points: 

■& It allows you to make sure you're communicat- 
ing well. You may have interpreted something 
incorrectly. This way, you give the prospect an 
opportunity to say, "What I really meant was..." 

•& It shows you really have been listening and taking 
notes, and that you care about what's important 
to the customer. 

*k It enables you to judge whether or not you actu- 
ally have a match. If you have a good match, you 
can then continue with your presentation, cus- 
tomizing it to emphasize the benefits that fit this 
prospect's needs. 

Close for the next step. In a few instances, you may de- 
cide that there is no match or opportunity there. In most 
cases, you'll want to close for the next step, whether that 
is more research ("Is there someone I can speak to in 
the shipping department so that I can get a better feel 
for your needs in that area?"); setting up a demonstration 
("I've got a good feeling about this. I'd like to show you 
exactly how the product will meet your needs. Which 
would be a better time for you, Tuesday morning or 
Wednesday afternoon?"); or closing for the business 
("Why don't we go ahead with this today?"). 

A powerful presentation is always 

interactive. Questions you 

should be asking throughout 

include, "Are we on track?" 

"Is this clear to you?" and, "Is this 

something that's important to you?" 
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Remember the six steps: 

1. Visualize a successful outcome. 

2. Make an introduction and build 
rapport. 

3. Bridge to the business topic. 

4. Ask questions and make a needs 
analysis. 

5. Summarize. 

6. Close for the next step. 

Be yourself. There is no one secret to success — 
many factors go into peak achievement. But there 
is one secret to failure: trying to be like everyone 
else. Don't try to be the perfect salesperson. Do 
what makes you feel comfortable, and your cus- 
tomers will be comfortable with you. 

Preparation is the key. The greatest fear we all 
have is to go into a situation unprepared (like a 
surprise exam in a class you haven't attended all 
year). Preparation and practice are the best pos- 
sible antidotes for fear and lack of confidence. 
Here are four steps that will prepare you for any 
sales call: 

1. Think about your objective. Be sure 
you have a clearly stated purpose for 
each call. 
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2. Do your research. Learn as much as you 
can about each prospective customer. 

3. Prepare all visual aids and support 
materials. Be sure you have all neces- 
sary forms, contracts, brochures, dem- 
onstration aids, customer portfolio 
materials, etc. 

4. Review your benefit statements and 
customer testimonials. Remind your- 
self of what is best about your product 
and about you as a salesperson. 

The Four Ts of Presentation 

Even though no two presentations you give will be the 
same, because they'll each be customized to emphasize the 
benefits for the individual prospect, there is a pattern you 
can follow to guarantee a successful presentation. That pat- 
tern is described by the four Ts of presentation: 

1. Tell them what you're going to tell them. Pros- 
pects will follow you much more willingly if they 
sense you know where you're going and how 
you're going to get there. So you might open your 
presentation with a statement like, "What I'm 
going to do is take you through our new product 
line and demonstrate exactly how we can help 
you decrease production time." Now you've got 
them hooked and waiting to hear the informa- 
tion you've got. 
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Tell them. Go through your presentation follow- 
ing the outline you proposed above. Be brief, but 
passionate. Your prospect will know if you don't 
believe in what you're saying. Keep your thoughts 
clear and succinct and present your ideas in a logi- 
cal sequence. 

Test them. Powerful presentations are interac- 
tive. You want to keep the customer involved. 
"Based on what you said earlier, time frame is 
important to you. Using our widget, we can have 
you automated and online within two weeks. 
Would that be helpful in meeting your time 
frame?" If the prospect says yes, you can follow 
with, "How else do you see yourself benefiting from 
that?" Ask questions that will get you feedback — 
you want to know if the presentation is hitting 
home, making sense, and addressing their criteria. 

Tell them what you told them. Summarize your 
ideas so that the presentation is focused. "What 
we just looked at was the new product line from 
Widgets, Inc. and the four key ways these prod- 
ucts can help grow your business. Do you see how 
this can be of great benefit to your company?" 

Testing is the most important of the 
5$S$j> four Ts. It will keep you on track, 
^^=5: keep you focused on the 

customer's needs, and keep the sale 
moving forward toward the close. 
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Tell them what you're going to tell them. 

Tell them. 

Test them. 

Tell them what you told them. 

Customizing Presentations 
for Your Customer's Needs 

Since the '90s, the number one sales strategy has been cus- 
tomer service. This philosophy applies even before the customer 
is officially yours. It's your job to let the customer know you're 
there to service his needs. Even a mediocre presentation can 
result in a sale if it's focused on why this particular customer 
should buy this particular product. Here are some important 
ideas to keep in mind for customizing your presentations: 

■& Complete a thorough needs analysis. Write down 
a list of key questions before you go into the call. 
Be sure to probe and clarify until you get the in- 
formation you need. Then refer to your notes fre- 
quently so that you're always speaking about your 
product's benefits as they relate to the prospect's 
needs. 

# Present your ideas from the prospect's perspec- 
tive. People buy for their reasons, not yours. If you 
speak to their real needs, they'll be compelled to 
listen and listen well. What does your prospect care 
about? Figure that out, and you're well on your 
way to the sale. 
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Make the connections between product and ben- 
efit clear. Don't assume that because it's obvious 
to you, it's clear to the prospect as well. Say some- 
thing like, "Our new line of notebook computers 
weighs 40 percent less than the old line, which 
makes them easily portable. You mentioned that 
light weight and portability were important fac- 
tors in your decision, isn't that right?" 

Use layman's terms. You might think that fancy 
names and gadgetry are impressive, but they're 
not if the prospect doesn't know what you're 
talking about. Start talking about "duplexing 
mode" or "horizontal frequency" and you'll lose 
the person — even though these features may ben- 
efit the customer. Don't bury the benefits in tech- 
nical jargon. Linking the product and benefit 
usually results in clarity and persuasion. 

Always remember that 

the customer is asking: 

"What's in it for me? 

How do I benefit? So what?" 



Prioritize your prospect's needs, and address the most 
important issues first. Learn to be empathetic. When you're 
tuned in to a prospect or a customer, you understand what 
the prospect is trying to say and what he really means. You're 
even able to understand needs the prospect might not fully 
recognize. It is empathy — the ability to understand what 
others are feeling — that gives a successful salesperson the 
competitive edge. 



Presentations With Pizzaz 

You don't have to be an entertainer or magician, or fill 
your presentations with bells, whistles, and special effects. 
But you do want to make it interesting and get your pros- 
pect as excited about your product as you are. You want 
your presentations to be vivid, convincing, and memorable. 
Here are some suggestions to help you achieve that goal: 

■& Be enthusiastic. Enthusiasm is the outward mani- 
festation of our inner passion. It is a force that 
lifts our spirits, gives us confidence, and makes 
us feel empowered. It gives us energy. Enthusi- 
asm can carry us far beyond any skill or talent we 
may be lacking. In many instances, we can over- 
ride our deficiencies by turning on an engine of 
enthusiasm. And enthusiasm is catching. If you're 
excited and passionate about what you're selling, 
your prospect will have a strong desire to share 
that passion with you. 

■& Don't overload your audience. Because you're 
passionate and enthusiastic, you may be tempted 
to share everything you know about your product 
or service. The truth is, your prospects only need 
to know what's relevant to them. People won't 
retain an overload of information. They can read 
the facts in your brochures and sales materials — 
your job is to make the information interesting. 
Present too many facts, and people's minds begin 
to wander. According to some studies, the aver- 
age attention span is eight seconds. So you're 
better off concentrating on the three or four 
points most important to your prospect. 
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Use stories to illustrate your points. In order to 
demonstrate exactly how your product can fill this 
prospect's needs, talk about how other custom- 
ers with similar needs were able to solve their 
problems by using your product or service. Show 
how you worked with that customer to find the 
solution and how you can do the same for this 
prospect. If you have a written or taped testimo- 
nial from this satisfied customer, use this oppor- 
tunity to present it to your prospect. 

Make eye contact. Your eyes are your most im- 
portant physical feature as a salesperson, because 
they are crucial in establishing rapport. Your eyes 
are your first direct contact with your prospect — 
they should be conveying the message that you're 
glad to be here. Don't stare at your prospect; that 
will only make him uncomfortable. On the other 
hand, don't star at your notes or your sales ma- 
terials the whole time. Continue to make peri- 
odic eye contact throughout the presentation. 

Use vivid language. The way you say something 
often has more impact than what you're actu- 
ally saying. You can increase the power and per- 
suasiveness of your presentations by making 
some simple changes in the way that you speak. 
Using voice inflection and enthusiasm in your 
presentation makes a greater impact on your 
message. 

Use your voice as a sales tool. When you're tele- 
marketing, your voice is responsible for the entire 
impression you make on your listener. In person, 
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other factors come into play, but your voice still 
says a lot about you. Be aware of various aspects 
of your voice: 

■& Speak at a moderate rate. Don't speak too fast 
or too slow. 

■& Be aware of your volume. Speak too softly and 
no one will hear you; shout and people will be 
offended. 

"& Enunciate. Don't mumble or slur your words. 

"& Take voice, speech, or public speaking classes 

to improve the quality of your voice. 



Practice makes perfect. 

Grab your friends and family 

and role-play presentations 

with them. 
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Pre sen ta tions 

With Pizzazz 

Checklist 

Say what you mean as simply as possible. Big 

words don't necessarily make you sound knowl- 
edgeable. They can make you sound phony. Be 
yourself. Use the type of language you normally 
use. 
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Eliminate bad language habits. People often fall 
into habits of speech that weaken their message. 
Eliminate phrases like "perhaps," "I think," 
"maybe," "I believe," "you know," "sort of," and 
"kind of." If you have a strong opinion, state it. 
"This is the most cost-effective solution" is a much 
stronger statement than, "I think this is a pretty 
good cost-effective solution." 

Use descriptive language. Draw mental pictures 
for your listener. You want your prospects to be 
able to imagine themselves using your product, 
so use phrases that include them. You might say, 
"When you use our product, you will..." or "We 
can have these widgets delivered to your factory 
door in three days." 

Six-Step Demonstrations 

Some products require demonstrations that may take 
place a few days or a few weeks after the initial presenta- 
tion. Here are the six steps to successful demonstrations: 

1. Make an introduction/summary of buying criteria. 

Start off by saying, "Before I begin the demon- 
stration, I want you to know I'm going to be con- 
centrating on these three benefits, which you said 
were most important to you. Then I'll go over some 
other benefits and answer any questions. 

2. Ask if anything has changed. You want to find 
out if there are any changes or additions to the 
buying criteria since you last spoke, so that, if nec- 
essary, you can add them to your demonstration. 
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Precommitment. You don't want to be too pushy, 
but you do want to say something like, "If you 
can see how this will benefit your organization, 
do we have a basis for going ahead with this to- 
day?" If this doesn't gain commitment, it will get 
any objections or questions out into the open. 

Demonstrate: Feature-Function-Benefit. You 

control the demonstration. Show the feature, then 
explain what it does and how it will assist with 
the prospect's key needs. 

Summarize demonstration criteria. Tell them what 
you told them. This is when you review the key 
benefits of the product, based on the customer's 
needs. That way, you make sure the customer sees 
how your product will be of value to him. 

Close for the next step. Make sure you've either 
set a time for an additional appointment or dem- 
onstration or even closed the sale at this point. 
Sometimes if you're not sure where to go, there's 
nothing wrong with asking the customer for his 
input ("John, what would be your recommenda- 
tion for our next step?"). Or if you have earned 
the right to close for the business, simply say, 
"John, let's go ahead with this." This close should 
be natural and non-manipulative. This step is 
covered in Stage 6, beginning on page 103. 
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If it weren't for objections, there would be no salespeople. 
There would only be order takers. Although objections are 
often seen as barriers to sales, they're really road signs — 
they show you the way to proceed with the sale. They let you 
know the prospect's concerns and allow you to demonstrate 
how your product or service can alleviate those concerns and 
fill the prospect's needs. 

Beginning salespeople often create objections by trying 
to close before they have qualified the prospect or estab- 
lished the value of their product. You can't eliminate all 
objections. However, if you become proficient in the three 
preceding selling stages (prospecting, needs analysis, and 
presentation), you'll be able to answer objections before they 
come up. 

Objections are not obstacles, they're opportunities to pro- 
vide solutions and move on to the next step of the sale. 
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Five-step Method for 
Handling Customer Concerns 

1. Listen. 

2. Question. 

3. Rephrase/convert. 

4. Present solution. 

5. Close for the next step. 

* Listen to the entire objection. Too many times, sales- 
people, who have heard objections from many different 
prospects, jump in before the prospect they're working 
with has finished speaking. This causes the prospect to 
think the salesperson is not listening to him. Another 
mistake salespeople make is that they take objections 
personally and get defensive. The prime reason sales- 
people lose business is due to lack of communication with 
their customers. 

Pause for a few seconds when a prospect raises an 
objection. Let him know you've taken his comment seri- 
ously, and that you're not going to give him an answer 
you've used on dozens of other customers. 

* Question. The best way to answer objections is often with 
a question. You want to find out specifically what the 
prospect is objecting to. Suppose a prospect says, "I'm 
not sure about going with your company. I've heard some 
negative things about your service." You might be 
tempted to say, "First of all, I don't know if you know 
this, but last year we won a national award for the best 
service department in the country...." This is a defen- 
sive answer and doesn't calm the customer's concerns. 
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Instead, ask, "What kind of 'negative things' have you 
heard?" Then, when the customer says, "I understand that 
service operators put people on hold for half an hour, or 
else say they'll call back and do so two days later. I can't 
afford to wait that long for service." That gives you an 
opportunity to tell the prospect the company has added 20 
new service operators and play a taped testimonial from a 
customer who had been experiencing service problems, 
but is now pleased with the improved service department. 

Rephrase/convert. When you rephrase, you have an op- 
portunity to change a general concern into a specific prob- 
lem, which you can then address. Convert the objection 
into a question. "So having an efficient and timely ser- 
vice department is important to you?" The customer has 
to agree with you, because it's a problem he brought up. 
When you rephrase and convert, it shows the prospect 
you're listening and understanding what he's saying. You 
can start your paraphrase with key lead-ins that will help 
clarify the objections, such as: 

-it "If I understand you correctly, your 
concern is..." 

•& "What I hear you saying is. . . " 

■& "So what you mean is..." 

End your paraphrase with a closed-ended question 
that gains agreement, such as: 

-& "Isn't that right?" 

■& "Is that what you mean?" 

■& "Does that answer your question?" 
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* Present the solution. Once the customer feels you under- 
stand the problem, you can demonstrate how your prod- 
uct or service will fill his needs. 

* Close for the next step. This step is covered in Stage 6, 
beginning on page 103. 

Dealing With Tough Customers 

Every salesperson runs into tough customers once in a 
while. When you do, you may want to simply give up and go 
home. But if you know what to look for, and how the four 
basic types of tough customers like to be handled, you can 
turn a tough customer into a long-term buyer. Here are some 
suggestions for handling the tough ones: 

•fc The Talker: What started out as a meeting that 
should have taken 15 minutes is turning into a 
two-hour marathon because the customer keeps 
talking. You don't want to be rude, and it looks 
like he might buy, but.... Some people just like 
to talk. Unfortunately, you don't have the time 
(and neither do they, really) to spend chatting. 
Give the talker a chance to get out what he wants 
to say. Listen, wait for a pause, then asked a 
closed-ended question that will direct him back 
to the subject at hand. 

*k The Complainer: Complainers want more from 
you than just solving their problems. They want 
someone to listen to them, and take their com- 
plaints seriously. Be empathetic. Say, "I under- 
stand what you mean," or "That must have been 
difficult for you." Take notes, write down their 
complaints, and tell them what actions you plan 
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to take. You might say, "I'll get that information 
and fax it to you tomorrow," or "I understand 
that you've had trouble reaching me when I'm 
on the road. Why don't I give you my cell phone 
number? That way, you can reach me wherever 
I am." 

"k The Know-it-all: The know-it-all comes across as 
the toughest type to handle, but is really the easi- 
est — once you know how. This person needs to 
feel important. He's the kind who will say, "I've 
been in the business for 40 years. You can't tell 
me anything I don't already know." The best way 
to handle this personality is to acknowledge and 
show your appreciation for his experience and 
expertise. You might say, "I didn't know you'd 
been in the business that long. You must know 
an awful lot about this industry. How did it get 
started?" 

Show a genuine interest in them and their 
business. Be sincere. These people can spot a 
phony a mile away. But they like to be mentors 
to people who are genuinely interested in what 
they have to say, and they can be extremely loyal 
customers if you treat them with the respect they 
really do deserve. 

■& The Quiet One: With this personality type, you'll 
get the best results if you rely on the power of 
questions. Questions can get even the shyest, most 
reserved people to open up. If you're finding it 
difficult to get the information you need, use 
open-ended questions that get the prospect more 
involved. Begin these questions with phrases like: 



Nin:kst\k S\it;s Si-:<:kk'i - s 

A "What do you mean by..." 

A "Describe to me..." 

A "Can you go into more detail about..." 

-& "Can you explain that further. . ." 
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Don't argue. Once you start arguing, you've lost. 
You're trying to help your prospect solve his prob- 
lem — you're not trying to persuade him to do 
something he doesn't want to do. You're not out 
to prove the prospect wrong or make him feel 
stupid for voicing his concerns. When the pros- 
pect objects, he's really saying, "I need more in- 
formation on this point (such as price, service, or 
benefits) before I can go on with the sale." 

Let your present customers help you handle the 
prospects' objections. Use the "feel, felt, found" 
process described on page 38. Say, "I understand 
how you feel. A lot of my present customers felt 
the same way you do. But when they found the 
exceptional value they got for their money, they 
made the decision to buy from us. By the way, 
here are three of my customers on tape who can 
tell you what I'm talking about." Then play your 
taped testimonials for the prospect, and let your 
customers sell for you. 
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Handling Objections 



Confirm that you've answered an objection com- 
pletely. You may think you've answered the 
prospect's question. There's a chance, however, 
that you weren't entirely clear or that other ques- 
tions popped into the prospect's mind. So end 
your answer with a question such as, "That an- 
swers your concern about service, doesn't it?" 
"Have I clarified that point for you?" or, "I think 
we've found the way to solve that problem, don't 
you agree?" 

The bitterness of poor quality 

^remains long after the sweetness of 

low price is forgotten. 
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Closing 



You won't find "150 ways to close the sale" in this sec- 
tion. In fact, this section is only a few pages long. Successful 
salespeople don't need fancy closing techniques because 
they've earned the sale from start to finish. 

Everything you do, from the first time you meet the cus- 
tomer and make her feel comfortable with you to the time 
she signs on the bottom, is part of the close. In every sale, 
both parties are meant to benefit from the transaction — the 
salesperson by selling the product or service and the cus- 
tomer by finding a way to solve his or her problem. 

Customers are more intelligent these days. Fancy closes 
don't work, and the last thing you want to do is be manipula- 
tive. Closing is not a single step — it's the progression of the 
preceding stages of selling. If you say you need training in 
closing techniques, what you really need is a refresher course 
in prospecting, qualifying, needs analysis, presentation, and 
handling objections. If you're successful in all those stages, 
you'll be successful in closing. 
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From the moment you first meet a customer, you're set- 
ting up the opportunity to make the close as effective and 
easy as "Why don't we go ahead with this?" 

The Greatest Closing Technique Ever Invented 

I've been in the business of sales my whole life. Every 
single day I'm either selling something myself, or training 
others to be better salespeople. I have studied every closing 
technique ever put forward. Not only that, I've interviewed 
thousands of the top sales reps in the country, and they've 
also studied every closing technique, and come to the same 
conclusion. The bottom line is, if you can't simply say to your 
customer, "Why don't we go ahead with this," there's some- 
thing wrong. Not with your closing, but with your approach to 
sales. The truth is, no one has yet discovered a closing tech- 
nique that works unless it is built on a strong foundation. 

When I give a sales seminar, part of my preparation in- 
cludes interviewing some of my customer's customers. I want 
to understand what my customer's salespeople are doing 
right and wrong. The people I interview tell me things such 
as, "The best sales reps come in here and know my busi- 
ness. They know who I sell to, they know what I need. They 
don't approach me with some generic presentation they 
learned by rote. They make me feel like I'm their first and 
best customer." 

How do you reach the greatest closing technique ever? 
There are four stops along the road: 

1. Rapport. If a customer doesn't like you, doesn't trust you, 
or doesn't feel comfortable with you, then it doesn't 
matter what closing technique you use. You don't have 
to be friends with all your customers, but you do have to 
establish some kind of bond. And how do you do that? 
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The first method is getting to know that person, under- 
standing his or her business, and how your product or 
service can be of benefit. The second, and most impor- 
tant method of establishing rapport, is achieved by fol- 
lowing the best advice ever given: Be yourself. It's the 
only way I know to make a meaningful connection with 
another person. If that connection doesn't happen (and 
there will be instances when it doesn't), then you may be 
better off not doing business with that individual. 

Relationships. The objective of establishing rapport is 
to form a relationship. Some relationships are built 
quickly, while others take time to blossom. Some are 
purely on a professional level, and others are more per- 
sonal. Part of building a relationship is being able to adapt 
to each customer's personality. I recently had a meeting 
with a potential customer during which we didn't even 
talk business for the first half an hour. We chatted about 
his hobbies and interests. He needed that time to make 
a connection with me. Then we were able to proceed 
with the sale, and I closed by asking, "Why don't we go 
ahead with this?" Of course, along the way, I asked simple 
questions like "Wouldn't you agree?" to get a series of 
"yes" responses. These small agreements, or trial closes, 
test the buyer and build towards the sale. 

Relationships may take minutes to form, or they may 
take months. Either way, forming them is the key to get- 
ting new customers and keeping old ones on board. 

Needs analysis. I remember a story I once heard about a 
guest on The Tonight Show, when Johnny Carson was 
the host. The guest was billed as the greatest salesman 
who ever lived. Johnny started off by saying, "You're the 
greatest salesman in the world — sell me something." 
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Johnny expected his guest to go into a razzmatazz sales 
spiel. Instead, the man said, "What would you like me to 
sell you?" 

"I don't know," Johnny replied. "How about this ash- 
tray?" 

"Why, Johnny?" asked the guest. "What is it that you 
like about that ashtray?" 

Carson began to list the things he liked: the fact that 
it matched the brown color of his desk, that it was oc- 
tagonal in shape, and that it fulfilled the need for some- 
place to put his ashes. 

Then the guest asked, "So Johnny, How much would 
you be willing to spend for a brown octagonal ashtray 
like that one?" 

"I don't know," said Johnny. "Maybe $20." 

"Sold!" said the greatest salesman. 

The sales concept behind this interchange is under- 
standing what the customer needs. The secret lies in per- 
suading the customer to state his own needs and then 
getting him to sell himself. After that, closing becomes a 
natural progression. 

Asking for the order. You would think this would be ob- 
vious, wouldn't you? It's amazing, though, how many 
salespeople miss the close because they don't even ask. 
Usually, they're reluctant to ask because they're afraid 
the customer will say no. But guess what? You hardly 
ever get a flat no. What you may get is an objection. And 
when you get an objection, you get the opportunity to 
ask questions, find out the reason for the objection, 
change what you're doing, and present your solution in a 
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better way. Then, when you've heard the objection and 
discovered the solution, you can simply say, "Why don't 
we go ahead with this?" 

The first close I ever tried was, "Would you like to 
put 15 percent down on that, or is 10 percent easier?" 
The funny thing is, it worked, because without even real- 
izing it, I had established rapport, formed a relationship, 
discovered the customer's needs, and asked for the order. 
Without that foundation, the sale is being built on sand 
and it won't stand. 

You Gotta Laugh: 

Using Humor to Break Down Barriers 

Have you heard the one about the successful entrepre- 
neur? Turns out his secret to success was that he had a great 
sense of humor. It wasn't that he could tell great jokes (al- 
though he did tell a few good ones). It wasn't that he was 
funny all the time (he took his business very seriously). It 
was that he had a great sense of humor — that is, he knew 
when a little levity could ease a tense situation and make 
everyone feel a bit more comfortable. 

Everybody knows that the relationships you make, the 
connections you build with fellow human beings, are one of 
the main ingredients of success. One of the most powerful 
bridges to building that bond is humor. You don't have to be 
a stand-up comedian. You just have to know what's funny 
and how to use it to your advantage. 

Sometimes things that start to go badly can be saved by a 
good laugh. Here's a true story of something that happened 
to me. I had been working hard to build a relationship with 
the head of the department of a large company. I was just 
getting close to making the sale when, wouldn't you know it, 
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he was moved to another division. Then I had to meet with a 
new department head (I'll call him Mr. Jones) and try to 
build a new relationship. 

Before the meeting, the assistant told me that Mr. Jones 
and his wife were expecting. So I went into the meeting, we 
started talking, and for some reason, we were just not con- 
necting. The "chemistry" was not there. Finally, I said, "I 
hear you're going to be a father. That must be exciting." 

"Yes," said Mr. Jones. "We're having twins." 

That's what he said. What I thought he said was, "We 
have twins." 

So I asked, "Boys or girls?" 

He said, "One is a boy, but we're not sure about the other 
one." 

"Excuse me?" I asked. "Why is that?" 

"Well, they just can't see it," he answered. 

By then I was totally confused. They can't see whether 
he had a boy or a girl? At that point, I was thinking, "Maybe 
you should get another doctor!" 

I quickly changed the subject, went on with the meeting, 
and left feeling that it was the worst meeting I ever had. But 
the next day I called his assistant to set up another appoint- 
ment. She told me he was not in the office; he was at the 
hospital. 

"I hope it's nothing serious," I responded. 

"Oh no," she replied, "he's just gone with his wife for a 
sonogram. The babies are due very soon." 

The babies are due? That's when I realized my mistake. 
That explained why they couldn't tell if it was a boy or a girl! 
I told her the story, and she laughed hysterically. I asked her 
not to repeat it to her boss. She then made an appointment 
for me to see him. 
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I went in and told him the story. We both had a good 
laugh over it. As soon as that happened, our bad "chemis- 
try" disappeared. We were able to do business in a relaxed, 
friendly manner. 

That situation taught me a lesson: that humor can break 
down a lot of barriers between people. Yes, listening is very 
important. I missed the difference between "have" and "hav- 
ing." We all make mistakes. Sometimes, though, the humor, 
and just being yourself, gives you more leverage than the 
ability to listen. People can connect with you if you're not 
just a "robot" trying to make a sale. It's humor that helps us 
connect. 

In the situation with Mr. Jones, I made an unintention- 
ally funny situation work for me. There are times, however, 
when you might want to intentionally use humor — especially 
when nothing else has worked. Here's another personal story, 
something a colleague told me had worked for him. You can 
try this to get a return call from people who are very difficult 
to reach. I first used it when I was trying to speak with the 
founder of a television production company. I had left mes- 
sages with his assistant, left him voice mails, sent him faxes, 
and mailed him relevant materials. For nine weeks I tried to 
speak with him. Finally, I asked the assistant to give him this 
message: "Every night before I go to sleep I talk to God. 
Why can't I talk to you?" 

He called me back in 15 minutes. 

This is obviously something you can only use after you've 
tried all other avenues. If they have not responded by that 
point, you've got nothing to lose by trying a little humor. 
Just remember, as the late Victor Borge once said, "Laugh- 
ter is the shortest distance between two people." 
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Six Tips for Closing Success 

1. Ask the right qualifying questions. You can't 
sell your product or service to someone who 
doesn't want it, need it, or have the ability to pay 
for it. If you keep trying to sell to this prospect, 
you'll inevitably fail, and you may be tempted to 
blame your failure on a lack of closing technique. 
Top salespeople find out quickly whether or not 
opportunity for a sale is likely. If so, they're per- 
sistent and come back with new information if 
they don't make a sale right away. But if there is 
no opportunity there, they increase their pros- 
pecting efforts and move on to the next closing 
possibility. 

2. Remember that you sell what your customer sells. 

Your ultimate goal is to understand what your 
customer's business is about. Get to know who 
their customers are, what problems they're hav- 
ing, what their goals are, and what they see as 
their greatest challenges. Only then can you find 
the ways that your product or service can help 
them achieve their goals, meet their challenges, 
and grow their business. 

3. Get the customer to identify all the problems that 
might be solved by your product or service. As 

you're presenting or demonstrating the key points 
that meet the needs of your customer, you might 
ask, "Is this something that would help your or- 
ganization be more productive?" "Would that 
help eliminate those problems you're having in 
the plant?" or, "Can you see how this would be 
helpful to you?" You must constantly get "yes" 
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responses from the customer to earn the right to 
move ahead. Then when you do close, you've es- 
tablished ongoing agreement from the customer 
that your product or service is something that 
would be beneficial to her and her company. 

Get the customer to identify the value of solving 
the identified problems. Instead of pointing out 
the benefits to the customer, you might ask, "How 
do you see this benefiting your people?" Get them 
to explain the benefits to you, and they become 
the product's strongest advocate. 

Get agreement that the proposed solution pro- 
vides the values identified. This is a review stage. 
Say, "Now you can see how our product can ac- 
tually improve productivity in the plant, isn't that 
right?" 

Ask for the business. The best close in the world 
is when the customer says, "Why don't we go 
ahead with this?" Of course, this doesn't happen 
often, but if you do your work throughout the 
previous steps, closing should be natural. The only 
reason salespeople have problems closing is be- 
cause they haven't earned the right. They're afraid 
of rejection — afraid of losing the business. Some- 
times they haven't done enough prospecting for 
the month, and they're afraid of getting a "no." 
Sometimes they're afraid of asking for the busi- 
ness too early. But if you ask the right questions, 
such as, "What do we have to do to earn your busi- 
ness?" you'll know the steps you need to take. If 
you never ask for the business, chances are you'll 
never get it. 

Ill 
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Ask the right qualifying questions. 

Remember that you sell what your customer 

sells. 

Get the customer to identify all the problems 
that might be solved by your product or service. 

Get the customer to identify the value of 
solving the identified problems. 

Get agreement that the proposed solution 
provides the values identified. 

Close for the next step. 



Stage 
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Follow-up 



Surveys show that 68 percent of customers leave a par- 
ticular vendor because they feel that the salesperson doesn't 
care about them or their business. The way to let a customer 
know you care is through this stage of the sales cycle: the 
follow-up. Follow-up is not only a critical part of keeping a 
customer, it's also critical in generating future business and 
in using your customers as a referral source. 

Your sale doesn't end when the customer signs the order 
sheet. In fact, that's when it really begins. Top salespeople 
provide their customers with extraordinary service and sup- 
port. They become more than a salesperson; they become 
their customer's advocate and partner. That's what "follow- 
up" really means, and that's what, in this day of product 
parity, will set you apart from the competition. 

^^g^ Customer service is any 

'^P^g$$^ company's most effective 

^^^ form of advertising. 
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The 60-Second Survey 

Print the following survey on the back of a business reply 
card and send it out to all of your customers. Use the results 
to determine where you need to improve your follow-up and 
customer service. 



Dear Valued Customer: 
To assist us in determining how we may 
better serve you, please complete and 
return this survey. 

Your Name: 



Company Name: 



Phone: 
Date: 



Please respond to the following by checking 
the appropriate boxes to the right. 





Excellent 


Good 


lair 


Poor 


1. Courtesy and 
helpfulness of 
receptionist 


□ 


□ 


□ 


□ 


2. Response to 


□ 


□ 


□ 


□ 


inquiries 










3. Courtesy, 
attitude, and 


□ 


□ 


□ 


□ 


appearance of 
our staff 










4. Our company's 
communication 


□ 


□ 


□ 


□ 


with customer 










5. Service of 


□ 


□ 


□ 


□ 


company's 
sales rep(s) 










6. Overall 
evaluation 


□ 


□ 


□ 


□ 



Did sales rep respond to service call right away? 

□ Yes □ No 
Would you recommend our product to others? 

□ Yes □ No 
□ Please call me to discuss my account. 

Comments: 
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Write thank-you letters for appointments, dem- 
onstrations, orders, and referrals. You can do 
this by e-mail if you prefer, but there's something 
about a handwritten note that sets you apart from 
everyone else. Just a short, handwritten note can 
make the difference between a onetime sale and 
a committed customer. This is an easy task that 
can be done at home while you're watching TV, 
yet not many salespeople take the time to do it. 
This is a surefire way of standing out from the 
rest of the crowd. 

Call the customer right after the sale to be sure he 
is satisfied. Find out if the results were what the 
customer expected. That way you can often ward 
off small problems before they become larger 
than necessary. 

Establish a schedule for follow-up calls, e-mails, 
and customer visits. Ask the customer about his 
or her expectations of a salesperson after a sale. 
Find out how often they would like you to call: 
once a week, once a month, once a quarter, etc. 
Write callback dates on your calendar or pro- 
gram them into your computer so that you won't 
forget. 

Maintain communications for future consider- 
ation. Keep in touch. Call (or e-mail) to let the 
customer know about any new developments, 
upgrades, or additional products you may have 
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available. Call to find out if the customer has any 
challenges that need to be met and how you can 
help. Call just to say hello. 

Deliver more than you promise. This is the most 
effective follow-up of all. Let your customers 
know they can count on you to help them solve 
their problems, even after the sale is made. If you 
do this, you can rest assured they'll come back to 
you again for the next purchase. 
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Time Management 
and the New 
Technology 
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So many sales calls to make. So much territory to cover. 
So many letters, proposals, reports to write. So little time. 
Sound familiar? Every salesperson faces this same dilemma: 
how to make the best and most productive use of every 
working hour. If you constantly feel pressured and worry 
about what you should be doing next and all that you've yet 
to accomplish, you can't concentrate on your main goal — 
generating sales. That's why time management is an abso- 
lutely essential skill for sales success. Time management is 
based on organization, priority, and focus. You want to: 

ik Organize your tasks so that they fall into a logi- 
cal sequence. This frees up your time so that 
you're not always running around asking your- 
self, "What should I do next?" Have a plan for 
the day, the week, and/or the month. 
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•k Prioritize your activities so that what must get 
done does get done. Some activities are more 
urgent than others. List your activities in order of 
importance, that way, if some less important things 
don't get done, they can be shifted to another day 
without affecting your sales productivity. 

•k Focus on the activity that is most important right 
now. After you've organized and prioritized, pay 
attention to the task at hand and give it 110 per- 
cent, until you're ready to move on the next activ- 
ity. Stop what you're doing once every hour and 
ask yourself, "Am I making the most effective use 
of my time right now?" 

The most important rule in time management is this: 
Don't let anyone tell you there is only one way to manage 
your time. Devise a system that works for you, and keep it 
simple. Simplicity is the key to effective time management. 
Otherwise, we spend more time managing the process than 
we spend doing the activities. Keeping that in mind, follow- 
ing are a variety of tools and techniques you may want to 
incorporate into your own time management system. 

The Activity Chart 

Every task you undertake during your workday should 
lead toward one goal — generating more sales. Some tasks 
lead more directly to this goal than others. In order to priori- 
tize effectively, you need to analyze activities and evaluate 
their potential for generating sales. The following chart is 
an activity-focuser, divided into three categories: 
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Sales Activity Chart 



(A) 


(B) 


(C) 


Prospecting for 


Growing and 


Non- Selling 


New Business 


Expanding 
Current Base 


Activities 


/ Telemarketing. 


S Follow-up calls 


/ Reports. 


S Canvassing. 


(on the phone 


/ Proposals. 




and in person). 




S Mailing. 


S Referrals. 


work. 










/ New ideas. 


/ Follow-up 


S Customized. 


/ Maintain 


letters. 


S Networking. 


relationships. 


/ Thank-you 

letters. 
/ General 

paperwork. 



Designyourown activity chart that's customized toyour 
selling environment. Review it first thing every morning 
to remind yourself of your daily priorities . 



if Prospecting for new business: This is an "A" cat- 
egory, meaning that these are high priority activi- 
ties for survival in sales. These activities (including 
telemarketing, canvassing, networking, and getting 
referrals) should be done during prime selling 
hours: 8 a.m. to 6 p.m. 
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Growing and expanding your current base. This 
"B" category includes all activities that enhance 
relationships and generate more business from 
your current clients. If you concentrate solely on 
getting new clients, the old ones will fall through 
the cracks. It's easy to take current customers for 
granted. However, it's five times harder to find a 
new customer than it is to keep one you already 
have. Activities in this list should also be done 
during prime selling hours. 

Non-selling activities. These are "C" activities 
that can be accomplished outside of prime sell- 
ing hours. If you are a salesperson employed by a 
company, it might mean staying late some nights 
or taking work home. If you're an independent 
sales professional, it might mean hiring an assis- 
tant to help you get these tasks, such as writing 
reports and proposals, accomplished. 



The To-Do List 

The to-do list is perhaps the simplest and most common 
time management tool of all, and it's also the most personal. 
Some people make a new list every day on 3 x 5 index cards 
or yellow legal pads. Some people prefer computerized lists 
and organizers they keep with them on their laptop or PDA. 
How you keep the list is not as important as the fact that you 
do keep one; the act of writing things down embeds them in 
your mind. Customize your list so that it's up-to-date, avail- 
able for your daily use, and fits your personal style. 



Time \UmiigcmciU mid the \c\\ Tcclmoloi>) 



$P cl°e?u ISt %■ 

Prepare your list the night before. When you wake 
up, you're fresh and focused, and you know what 
needs to be done that day. 

Prioritize your list. Devise a system of marking 
high-priority items. You can categorize them 
using A, B, and C to denote high, middle, and 
low priority; use a highlight color to denote the 
most important items; or mark high priority tasks 
with asterisks. 

Check your to-do list several times during the day. 

Do this to ensure that high priority tasks have 
been accomplished. 

Date your lists and keep them on file. Look back 
through your lists every six months to a year. They 
may remind you of customers you want to get 
back in touch with. Looking back can also pro- 
vide you with a realistic self-evaluation and 
progress report — it can be extremely helpful to 
look at where you were a year ago, realize the 
progress you've made, and recognize areas where 
you still need to improve. 



Daily Planners 

It is your daily planner or appointment calendar (hard 
copy or computerized), together with your to-do list, that 
keeps you on track and focused during your selling day. This 
is how it works: 
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•k On your to-do list for October 5, you have 
written "Call John Smith." 

if You make the call and John Smith says, "We've 
had a breakdown at the plant. I can't talk to 
you now — call me back in two weeks." 

•k You cross John Smith's name off your to-do 
list. 

~k You take out your daily planner (or bring it up 
on your computer) go the page for October 19, 
and put in "Call John Smith." 

•k On the evening of October 18, you check your 
planner for the next day's appointments (which 
now includes calling John Smith) and transfer 
them to your to-do list. 

Using this back-and-forth system can help you avoid the 
three major scheduling faults: 

1. Forgetting appointments. 

2. Scheduling too much activity for one day. 

3. Scheduling too little activity for one day. 

Don't mistake movement 

for achievement. 

It's easy to keep yourself busy. 

The question is, busy doing what? 
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Plan next week this week. The time you spend on 
the phone today should result in scheduling ap- 
pointments for next week or next month. This ac- 
complishes three things: 

1. It makes you appear busy and successful. 
Saying, "How's Tuesday, July 5th?" sounds 
better than, "I'm free this afternoon. How 
about if I pop right over?" This may not be 
true if you've got a really hot prospect who's 
anxious to close. But even then it might be 
better to say, "I may be able to rearrange 
my schedule so that I can come by later 
today or first thing in the morning. Which 
would be better for you?" 

2. There's a better chance of your customer 
having free time in a week or two than 
today or tomorrow. 

3. It gives you something to look forward to. 
There is nothing better to keep you 
"pumped" than to know you've got a week 
of appointments — and opportunities — 
ahead of you. 

Set up a territory map. Break down your terri- 
tory into key areas (especially if you're driving), 
and schedule all appointments in those areas for 
the same day or week. This will keep you con- 
centrating on selling, not traveling. It also serves 
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another purpose : The more sales you make within 
one area, the easier it is for news to spread about 
you and your product or service by word of mouth. 

Don't waste travel time. One of my favorite, and 
most valuable, time management tools is the tape 
recorder. When I'm driving, I speak into my re- 
corder, dictating letters, notes, and reminders to 
myself of things I have to do. Another great tool 
is the cell phone, which I use when I take the train 
or get a ride to my destination. In an hour com- 
mute, I can get in between 15-30 calls, so I don't 
lose business (or momentum). Airplanes are also 
great places to get work done. Bring a pad or a 
laptop and write out your letters, or use that time 
for jotting down ideas or setting goals. It's also a 
great opportunity to catch up on your reading. 

Get started immediately. Don Fink is a master at 
time management. He was able to take second 
place (in the world) in the Over-40 Ironman com- 
petition, a feat he accomplished while a top bro- 
ker at Citibank. His favorite tip has to do with 
eliminating procrastination. "At Citibank, my 
people had to make cold calls every day. They'd 
usually find as many reasons as possible not to 
make them. I found a successful way to beat that, 
though," says Fink. "Most people listen to the 
news on their way into work. By the time they get 
there, they're so depressed they need to spend 
time chatting with colleagues just to get them 
going. That morning time is always wasted. 
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"I wanted them to have the right attitude as 
soon as they came in. So I asked them to spend 
20 minutes on the ride into work listening to 
motivational tapes, and then set a goal of mak- 
ing 10 cold calls as soon as they walked in the 
door. And that's exactly what happened. Each 
morning they'd come in energized and ready to 
work. Twenty minutes of motivation in the morn- 
ing made the entire day more productive right 
from the start." 

Cluster your tasks. Organize your day so that you 
group similar activities together. For instance, 
suppose your tasks for the day are to make 10 
phone calls, meet with two customers, and write 
one proposal and four thank you notes. The most 
effective schedule is to make all the phone calls 
at once, set up appointments back-to-back, and 
do the paperwork during non-selling hours. 

Start out early and stay late. Whether you're 
telemarketing or on the road, make appointments 
for 9:15 a.m. or 4:45 p.m. That way you catch 
people before they get too busy or when they're 
winding down, and it will force you to put in a full 
day in between. 

Take breaks during the day. No time manage- 
ment technique ever invented is going to give you 
effective solutions if you don't have the energy 
to give 100 percent effort to your day. If you can 
take a 20-minute power nap during the day, take 
it. If you're getting overwhelmed, go for a bike 
ride, take lunch in a nearby park, or play with 
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your children for an hour. Give yourself time to 
clear your mind of clutter and get refocused on 
your goals. Often you'll find that the ideas that 
just wouldn't come in the office pour out once 
you get into a new environment. 

Time management is the ability to balance your activi- 
ties so that your life is not all work and no play. Make sure 
you leave time in your life, not only to do the things you 
have to do keep your business going and growing, but also 
the things you need to do to keep yourself (and your per- 
sonal life) going and growing. 

The Management Account Profile (MAP) 

A basic element of a sales rep's job is to manage and 
track sales activity on an ongoing basis. The Management 
Account Profile (MAP) system is a practical visual aid to 
help salespeople focus on sales activity and receive immedi- 
ate feedback. The MAP system results in increased sales 
activity, while pointing out areas that need improvement. 

What I'm suggesting is not exactly a high-tech solution. 
There's nothing wrong with using technology, but there's defi- 
nitely something to be said for the War Room concept — 
keeping visual reminders up that keep people on-track and 
moving forward. You can't depend on technology to meet 
all your needs. 

I saw this for myself when I attended a production meet- 
ing with one of the most successful manufacturing compa- 
nies in the country. On one wall they hung a huge white board 
with magnetic pieces that they move around based upon 
various projects and their stages of development. When they 
have production meetings, everyone can clearly see the pieces 
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on the board, discuss them, and move them around if neces- 
sary. This multimillion dollar company has found this simple 
system more effective for visualizing the progress of its many 
projects than any technology that's come out so far. 

Hang a 2 x 3-foot corkboard on the wall. Across the top 
of the corkboard make headings that represent each stage 
of your company's typical sales cycle, for example: "First call", 
"Presentation", "Demonstration", "Proposal", and "Close". 
Your stages might be different, depending on your product, 
service, and length of the sales cycle. 

After you go on a first call to a prospect, come back to the 
office and fill out an account card with the name of the com- 
pany, date of the call, and — if applicable — product/dollar 
potential. The card is then placed on the MAP under the 
"First Call" column. As each stage in the cycle is completed, 
move the cards across the MAP until it reaches the closing 
stage. 

One of the most important steps in the MAP system is 
recording the date each call is completed, illustrating how 
long a prospect has been in a specific column. Extra room 
should be left for cards in the first stage of the cycle. More 
activity should be generated here because there is a greater 
chance for cards to drop off in this early stage. 

One of the most important benefits of the MAP system 
is the elimination of up-and-down months caused by lack of 
activity in a certain stage. When most of our time is spent 
in paperwork, we sometimes forget how critical prospect- 
ing activity can be for future business. The MAP board is a 
visual reminder showing us that the first stage may lack 
account cards. 
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Sample Account Card 



Account Name 


Stage Completed 

y Stage 1 

Stage 2 

Stage 3 

Stage 4 

Stage 5 


Date 

5/2/03 


Product 

xxxxx 

$ Potential 
$15K 











Once the first stage is completed, the card is then posted 
on the MAP under the "First Call" column. As each stage in 
the sale is completed, the account cards will move across the 
MAP until they end up in the closing stage. Additional col- 
umns could be added for service and follow-up. 
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Sample MAP Boards 



Week One 


First Call 


2nd Stage 
Presentation 


3rd Stage 
Demo 


4th Stage 
Proposal 


5th Stage 
Close 


m 


m 


m 






m 


m 








m 










m 










m 










m 










m 











Week 1 in a 30- to 45-day sales cycle shows that three 
accounts have already been moved to the second and third 
stages. The first stage has room for more cards because this is 
where most of the activity will be generated. 



131 



Superstar Sales Secrets 



Sample MAP Boards 



Week Two 


First Call 


2nd Stage 
Presentation 


3rd Stage 
Demo 


4th Stage 
Proposal 


5th Stage 
Close 


m m 


m 


m 


m 




m m 


m 








m 


1X1 








m 










m 










m 










m 










m 










m 











Here we see the sales rep has generated six new accounts 
in the first stage and moved C, D, H, and J accounts across 
the MAP. 
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Sample MAP Boards 



Week Three 


First Call 


2nd Stage 
Presentation 


3rd Stage 
Demo 


4th Stage 
Proposal 


5th Stage 
Close 


m no 


m 


m 


m 


|B| 


no m 


m 


m 






m m 


m 








m m 


m 








QQ 










no 










m 










m 










m 











Additional prospects have been added to the first stage to 
compensate for the ones who have moved across the board. 
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Sample MAP Boards 



Week Eight 


First Call 


2nd Stage 
Presentation 


3rd Stage 
Demo 


4th Stage 
Proposal 


5th Stage 
Close 


□ □ 

□ □ 

□ □ 

□ □ 

□ □ 

□ □ 

□ □ 

□ □ 

□ □ 











Jumping ahead to week eight, we see all the stages filled 
with activity, representing a highly productive sales repre- 
sentative in action. Note that the first stage should always 
have twice as many accounts as all the others. 

Seeing is believing. MAP boards help you see your pro- 
ductivity and progress. They also help determine the steps 
and stages you'll have to go through to reach your goal, while 
providing a visual representation of the steps you've already 
completed. 
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Be honest with yourself. Every account posted on 
the MAP must be a qualified account — meaning 
that the account is going to make a decision be- 
tween you and your competitor, within the next 
sales cycle. 

Make sure that the first stage of the MAP always 
shows new activity being generated. A sales rep 
who consistently has only two or three accounts 
in the first stage will see poor results in the final 
stage. 

Use the MAP as an overview of your account ac- 
tivity. It should be a constant visual reminder of 
where you stand in relation to where you need to 
be to achieve your goal. 

Only move the account card across the board 
when a specific stage in MAP is completed. This 
gives you a feeling of accomplishment, especially 
when you move the card from the proposal stage 
to the closing stage. 

Write the date of each meeting on the account card. 

This allows you to see how long your accounts 
have been sitting in each stage. This is especially 
helpful for your sales manager — he or she can 
monitor the board and take down accounts that 
are not qualified or strategize with you on how to 
move them across the MAP. 
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Post your monthly and yearly goals under the ac- 
count board. This will allow you to compare your 
sales activity with the goals you want to accom- 
plish. Now you have a compete track to run on, 
and you can see the relationship between effort 
and results. 

Review your board. Determine what activities will 
move each of your prospects to the next cycle. 

Time Management and the New Technology 

There's an old saying that goes, "It's not how hard you 
work, it's how smart you work." Although we'd like to think 
otherwise, hard work alone doesn't guarantee success. There 
are many people who work hard all their lives and don't 
achieve success. Working smart is the ability to make sure 
that while you work hard, you use the most productive means 
possible to get the job accomplished. It's the ability to do a 
task, evaluate it, and see how that task can be done better 
the next time. It's discovering how you can become more 
efficient each time you do something. It's understanding what 
your strengths are and building on them. It's when you con- 
vert every step you take into something that gives you even 
more benefit the next time you take it. 

One of the biggest changes in selling in the past few years 
has been the introduction of computer technology into the 
selling process. Contact Management, Sales Force Automa- 
tion, and Customer Relationship Management software pro- 
grams, such as Best Software ACT and Sales Logix, and 
FrontRange Solutions Goldmine, have made many 
salespeople's lives much easier. There is no one program that 
is the best across the board. It takes time and research to 
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determine which one will work most efficiently for you and 
your company. No matter how good the program, however, 
it will only be effective if it fits your company's needs, and if 
you use it properly. 

We all have our own ways of making work more effec- 
tive, but no one I know has a magic wand that makes it easy. 
And I don't know anyone who is highly successful who doesn't 
work hard. The reason most books and tapes and infomercials 
don't stress this fact is that it's not what most people want to 
know — it's not new or fresh or exciting. It's as old as work 
itself, and even with all our great new technology, working 
hard is still the best way up the ladder. 

So where does technology fit into the mix of working 
smarter? Does every salesperson need technology to succeed? 
And how does technology affect the all-important relation- 
ships salespeople rely on for their business? If there's any- 
one who knows the answers to those questions, it's George 
Colombo, founder of Influence Technologies and author of 
Capturing Customers.com. Colombo is an expert on the sub- 
ject of technology-enabled sales and marketing — in other 
words, how to use technology to make sales more efficient 
and productive. 

For Colombo, there are three main ways that technol- 
ogy helps salespeople work smarter: 

1. Automating tasks you don't have time to do. 

There are now many software programs that au- 
tomate tasks for salespeople, such as tracking 
prospects' information (who you called, when you 
called them, when to follow up, etc.) and pur- 
chasing information (who bought what, when they 
bought it, and when payment was received). Some 
software can provide an overview of where you 
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are in the sales cycle with various customers, it 
can generate lists of the top 10 (or any number) 
customers who have spent the highest dollar vol- 
ume over a particular time period. These kinds 
of tasks, which used to take several hours, can 
now be accomplished in seconds. 

Many small tasks, such as sending thank you 
notes, can now be accomplished with almost no 
effort. Every salesperson knows how effective it 
is to send a thank you note as soon as possible 
after you've had an initial meeting or phone call 
with a prospective customer. It's not a big secret. 
But the percentage of salespeople who actually 
send such notes is very small. Often, the only rea- 
son it doesn't get done is because there simply 
isn't enough time in the day. You may feel over- 
whelmed with paper work. You may decide that 
priority should be given to getting out and see- 
ing customers. And you may be right. Technol- 
ogy gives you the opportunity to concentrate on 
your priorities, by giving you the ability to auto- 
mate these kinds of simple, but important, tasks. 
There are currently several effective software 
programs that allow you to set up a system that, 
with the click of a mouse, will generate a thank- 
you note the day after your meeting and remind 
you to call the prospect again in 10 days (or what- 
ever sequence of events you choose). So it takes 
you 10 seconds to send out a note, instead of 10 
minutes. 

Is this kind of form letter an ideal method of 
communication? Of course not. But for many 
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salespeople, it's the only kind of communications 
that will actually get sent. And that means that 
prospects who used to fall through the cracks can 
now be turned into viable customers. 

"In a perfect world, all your notes would be 
handwritten and totally personalized," says Co- 
lombo. "But for most salespeople, the deciding 
point is not handwritten versus computer gener- 
ated. The deciding point is computer generated 
versus not getting it done. If sending a comput- 
erized letter is the only way your communication 
will get sent, then I say go for it." 

2. Information accessibility. The world of sales is 
changing rapidly. It used to be that all interaction 
between a customer and a company was concen- 
trated between the salesperson and the customer. 
In today's business environment, however, there 
are many other people in the company who might 
wind up speaking to your customer, such as a call 
center operator, a customer service representa- 
tive, or someone in shipping or operations. It's 
become necessary, therefore, for everyone to 
have access to information about your interac- 
tions with your customers. 

When account information is loaded into a 
networked computer system, everyone has access 
to it. A problem that, in the past, could be solved 
only by the salesperson, can now be solved by a 
customer service representative who has access 
to a customer's file. Before computerization, cus- 
tomers used to hear excuses like, "You'll have to 
speak to your salesperson about that," or "I can't 
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help you with this — your salesperson never told 
me about it." Now, customers can get their prob- 
lems solved or questions answered in a timely 
fashion, whether or not they can speak to their 
sales representative. And second, it frees the 
salesperson up to do what he or she needs to do — 
which is to be out there selling. 

Adding science to art. Selling is always going to be 
a mix of art and science. It's your "art" that gets 
you in the door — your persistence and tenacity, 
your attitude, your ability to establish relationships. 
Using technology is not going to make a sale for 
you. But it can make the entire sales process 
easier and more effective. Technology is a tool 
that can enhance your sales ability by 1) helping 
you to research prospects before a sale, and 2) 
helping you to stay in touch with your customers 
after the sale. 

There's no getting away from the fact that 
technology is an increasing part of everyone's 
business — and that's a good thing. It can increase 
your ability to communicate to your customers 
through a Website or via e-mail. It can help you 
collect data and create printouts of information 
that help you strategize and set sales goals. Many 
customers want to know that you (and your com- 
pany) have the technology to provide the service 
and support they require. 

However, sales are based on personal rela- 
tionships. It's easy to get so enamored and in- 
volved in the latest technology that you slack off 
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on the amount of calls you make. I get calls every 
week from managers who say, "My salespeople 
need to get out there and generate more business." 
When I investigate the problem, I often find that 
the reps are spending too many hours each day 
inputting data into their computers or dealing 
with the learning curve of some new gadget — 
when they should be out selling. Technology is 
important, but nothing can take the place of the 
human connection. 

Setting Realistic and Achievable Goals 

Earl Nightingale, one of the pioneers in the motivational 
tape industry and an inspiration to millions, in his book Es- 
sence of Success (Nightingale-Conant, 1993), defined suc- 
cess as the "...progressive realization of a worthy goal." In 
other words, it's the step-by-step activity, the striving towards 
a particular end, that really counts. 

In sales, we set goals all the time. Too many times, how- 
ever, we set goals based on what other people are doing. 
True goals are set against what you have previously accom- 
plished and what you want to accomplish in the future. If 
you want to be the top salesperson in the company, don't 
think about beating last year's winner. Think about ways to 
improve your own performance. If you're constantly beating 
your own record, you'll work your way up to the top. 

In order to work for you, goals must be realistic and 
achievable. To keep them that way, remember your ABC's: 

"A" goals are short-term — daily goals that you can 
cross off your to-do list once they're 
accomplished. 



Superstar Sales Secrets 



"B" goals are monthly — tasks that can be 
accomplished or sales goals that can be 
reached within a 30-day period. 

"C" goals are long-term — what you want to have 
achieved within one, five, or 10 years. 

These lists are not set in stone. They should be revised 
and adapted frequently, so that you can look back at your 
lists and say, "This goal was not very productive. Next time 
I'll try a different approach," or "I set too many goals last 
month. I need to shift my time frame so that I'm able to 
carry out my plans." 

The value of goal-setting is found in making plans and 
carrying them out. If your goal is to get a particular account, 
the specific steps you set up and follow are more valuable to 
you than the account itself. Once you have developed a work- 
able plan, it's a guideline you can use to help you get other 
accounts. Goals help us to be proactive, focus on what needs 
to be done, and take necessary actions. 

GOALS can be an acronym that explains how goals work: 

Gather information. 

Organize. 

Act. 

Look back. 

Set new goals. 

* Gather as much information as you can. Suppose your 
goal is to generate 10 new customers this month. It 
wouldn't be very efficient to simply open the phone book 
and start making cold calls. Do your research. Here are 
some examples: 
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ik Make a list of the top 100 companies in your terri- 
tory (you can get this information from the 
Internet) and use this list as your prospecting base. 

•k Call all your current accounts and ask for refer- 
rals: "Hi. I'm just calling to make sure that every- 
thing is going well with our product's performance. 
It is? That's great. By the way, I was wondering if 
you might know of two or three other companies 
in the area that could benefit from our services?" 

if Speak to service technicians or any other individu- 
als in your company who have contact with your 
accounts. They may be able to feed you informa- 
tion about which accounts are potential upgrades. 

* Organize a step-by- step plan. Make sure your steps are in 
a logical sequence. Post your plan on the wall. Look at it 
first thing in the morning and at the end of the day. Keep 
a version of it in your appointment book or wallet, so that 
you're exposed to it all the time. 

* Action speaks louder than words. This is the most im- 
portant step and the one that's most underutilized. People 
usually give up on goals before they've even started. They 
say, "This is overwhelming. It's too hard to achieve." The 
only antidote for this attitude is to dive in, take one step 
at a time, and to go for it. Pick up the phone; start early; 
call on accounts after hours. Experience is the best 
teacher. 

* Look back at the plan. Are you on track? Do you need to 
change direction or add new steps? Ask yourself, "How 
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much progress did I make? What can I do differently or 
more efficiently next time?" Evaluate any setbacks or ob- 
stacles you encountered. What lessons did you learn? Use 
this analysis to improve your goal-setting the next time. 

Set new goals. We're at our best when we're climbing, 
stretching, and challenging ourselves. Goals pull us for- 
ward; they keep us focused and moving ahead. In sales, 
where rejection is an everyday occurrence, goals spark 
our enthusiasm and keep us motivated. 



30-Day Action Plan 

(New Account Development) 

Stepl. Additional income I'd like to 
make this month: 

Step 2. Number of sales it takes to 
make this much: 

Step 3. Number of presentations/ 

appointments necessary to close 
the number of sales in Step 2: 

Step 4. Number of telemarketing/ 
canvassing calls it takes to 
schedule the number of 
presentations or appointments 
in Step 3: 
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Telemarketing/Canvass Calls 
Presentations and Appointments 





Plan 


Actual 


Plan 


Actual 


Weekl 










Week 2 










Week 3 










Week 4 











Total New Sales/Accounts: 
Total Volume/Revenue: 
Total Commission: 



We all need long-term goals to keep 

us going during short-term 

setbacks. 
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Write down your goals and the steps it will take to 
achieve them. This takes the goal out of the realm 
of fantasy and puts it into the realm of possibility. 
It gives you a realistic picture of what it will take 
to achieve your objective, and it breaks down an 
"impossible" goal into small, achievable steps. 

Be flexible and remain realistic. There's no such 
thing as an unachievable goal. It's just that we 
run out of time. Remember that goals are only 
guidelines — they're meant to be changed as we 
put our plans into action in the real world. Leave 
yourself room and time to make discoveries. You 
may find new ways to get to your goal — ways you 
never even knew existed. 

When setting goals, ask yourself the following 
five questions: 

1. Where am I now? 

2. Where do I want to end up? 

3. Why do I want to go there? 

4. What's the best way to get there? 

5. What do I expect to be, get, or have 
happen when I arrive? 

Write your answers down and keep them 
somewhere accessible so that you can review, re- 
vise, and rewrite them as necessary. 
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Make a list of the major benefits you will receive 
from achieving your goals. Review the list often as 
an incentive to keep yourself moving forward. 

Write your most important goals down on a small 
card. Carry it in your wallet or stick it on your 
refrigerator. Ask yourself every day, "What can I 
do today to get closer to my goal?" 

How to Set Up a War Room 

When the top brass are planning their campaigns and 
battle strategies during war time, they set up a special meet- 
ing room where the walls are lined with charts, maps, and 
objectives to be reached — the war room. Everything is in 
plain view so that immediate assessments can be made. 

You can set up your own war room — a space where you 
can, with one glance, know what you've already accomplished 
and what's left to be done. It should also be a place where 
you know you mean business. As you look around, you can 
say, "Here's what needs to be done today." This is the place 
to gather yourself together, focus, and get things done. 



You become what you 
think about. 



Remind yourself constantly that you are successful, and 
you're on your way to being even better. Set up your envi- 
ronment. Put your MAP board on the wall and hang a list of 
your goals nearby. Keep testimonials, letters of recognition, 
and awards where you can see them or get to them easily. 
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This is not so that you can brag to other people, but so that 
you can walk into this space and be surrounded by tangible 
reminders of accomplishment. 
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Set up the space as it works best for you. Some 
people work well in clutter. Some must have a 
place for everything and everything in its place. 
No matter what your style is — or whether you're 
working out of a large corporate office or a cor- 
ner of your dining room — arrange the space so 
that it's a reminder of what you've already ac- 
complished and a guide to where you want to go. 

Let your past inspire your future. It's not enough 
to set up a gallery of past achievements. Use these 
reminders to say, "I did it before; I can do it 
again." Remember all the rejections you encoun- 
tered along the way, and how hard you worked 
to achieve your goals. Let these memories serve 
as reminders not to give up or get discouraged. 

Review your goals periodically. Set both short- 
term and long-term goals, and review them every 
week or every month. Sometimes an amazing syn- 
ergy will occur — you'll suddenly realize how two 
seemingly unrelated (or even opposite) goals can 
come together and move you forward in an even 
more exciting direction. 
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Remember, you become what you think about. 

Your thoughts are the power centers of your life. 
Keep your goals in front of you so they become 
part of you, as if by osmosis. Surround yourself 
with ideals of achievement. Read books by and 
about those who inspire you. Listen to audio tapes. 
Make one of your goals to surround yourself with 
positive, achievement-oriented people. Believe in 
your ability to achieve. 
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converting, 97 

customer base, prospecting 

from, 47-50 
Customer Relationship 

Management, 136 
customer-based prospecting 

checklist, 52-53 
customers, 

selling for you, 54-56 

tips to keep them coming 

back, 50-52 

D 

daily planner checklist, 125 
daily planners, 123-124 
Danforth, William H., 15 
dealing with tough 

customers, 98-100 
delaying interpretations, 72 
distractions, eliminating, 72 
Dun & Bradstreet, 61, 62 

E 

Edison, Thomas, 29 
effect questions, 66 
effective referrals, 52 
eight keys to a positive 

attitude, 12-13 
eliminating distractions, 72 
enthusiasm, 12, 89 
enunciation, 91 
expectations, 

avoiding, 72-73 

positive, 11-12 
Eye contact, making, 90 
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facing failure, 18-20 
facing fear, 18-20 
failure, learning from, 13 
FEAR acronym, 19 
Fink, Don, 126 
five step method for 

handling customer 

concerns, 96-98 
five tips to keep customers 

coming back, 53 
focusing on the positive, 12 
follow-up checklist, 116-117 
follow-up letter, 

cold call, 37 

needs analysis, 77 

sales meeting, 76-77 
Ford, Henry, 18 
four basic types of 

questions, 66-68 
four t's checklist, 87-88 
four t's of presentation, 85-86 
FrontRange Solutions 

Goldmine, 136 

G 

general questions, 66 
get your customers to sell 

for you checklist, 57 
GOALS acronym, 142-144 
goal-setting checklist, 146-147 
Golden rule, remembering, 18 
greatest closing techniques, 

104-107 



H 

handling customer concerns, 

five step method, 96-98 
handling objections checklist, 

100-101 
Harvard Business School, 11 
how to get your customers to 

sell for you, 54-56 
how to set up a war room, 

147-148 
humor, using to break down 

barriers, 107-110 



Influence Technologies, 137 
interest and alertness, 

showing, 72 
interpretations, delaying, 72 
investing in your profession, 12 
investing in yourself, 13 



Johnny Appleseed, 27 
judging, 72 

K 

key qualifying questions, 

64-66, 69-71 
key success factors, 20-21 
know-it-alls, 99 



learning from failure, 13 
listening, art of, 71-73 



153 



Superstar Sales Secrets 
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making eye contact, 90 
making the connection, 39-42 
management account profile 

(MAP), 128-135 
MAP board checklist, 135-136 
MAP boards, 47-48 

samples of, 131-135 
markers of success, 13 
Miller, John Homer, 10, 17 
moderate speech rate, 91 
motivation checklist, 21-22 
motivation, 9-25 
myths of overnight success, 

15-16 

TV 

needs analysis follow-up 

letter, 77 
needs analysis, 105-106 
networking checklist, 46 
networking, unique methods 

of, 42-46 
next level of success, 

climbing to, 22-23 
next step, closing for, 98 
Nightingale, Earl, 141 
Notre Dame, 9 



o 

overnight success, myths of, 
15-16 



persistence, positive, 13 
personal opinions, putting 

aside, 72 
pizzaz, presentations with, 

89-91 
positive attitude checklist, 

17-18 
positive attitude, 109 

eight keys to, 12-13 

practicing, 14-15 
Positive expectations, 11-12 
positive persistence, 13 
positive role models, 

surrounding yourself 

with, 16-17 
positive, focusing on, 12 
powerful presentation 

checklist, 84-85 
powerful presentation, 6 

steps to, 81-83 
presentation, 4 t's of, 85-86 
presentations with pizzaz 

checklist, 91-92 
presentations with pizzaz, 89-91 
presenting the solution, 98 
pride, professional, 12 
probing questions, 66-67 
profession, investing in, 12 
professional pride, 12 
prospecting, 27-57 

from your customer base, 

47-50 
Putting aside personal 

opinions, 72 
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Q 

questioning checklist, 68 
questions, 

art of asking, 63-64 

commitment, 67-68 

effect, 66 

four basic types, 66-68 

general, 66 

key qualifying, 64-66, 69-71 

probing, 66-67 
quiet ones, 99-100 

R 

rapport, 104-105 
relationships, 105 
remembering the Golden 

Rule, 18 
rephrasing, 97 
research checklist, 62-63 
research, 60-62 
Ruettiger, Rudy, 9 



Sales Force Automation, 136 
Sales Logix, 136 
sales meeting follow-up, 76-77 
sales meeting, six steps to a 

successful, 73-76 
sales pitfalls, common, 20 
sales success factors, 11 
sample account card, 130 
sample MAP boards, 131-135 
SEC filings, 62 
self, investing in, 13 



setting realistic and 

achievable goals, 141-144 
showing interest and 

alertness, 72 
six step demonstrations, 92-93 
six steps, 

to a powerful 

presentation, 81-83 

to a successful sales 

meeting, 73-76 

for closing success, 

110-111 
60-second survey, 114-116 
solution, presenting the, 98 
speech rate, moderating, 91 
stories, using to illustrate 

points, 90 
success from the outside in, 

23-24 
Success, 

achieving, 11 

climbing to next level of, 

22-23 

from the inside out, 23 

markers, of, 13 
successful cold calling, 29-32 
surrounding yourself with 

positive role models, 16-17 
survey, 60-second, 114-116 

T 

talkers, 98 
technology and time 
management, 136-141 
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telemarketing checklist, 36-39 
telemarketing, techniques of, 

33-35 
thank you note, 44 
30-day action plan, 144-146 
time management and 

technology, 136-141 
tips to keep customers 

coming back, 50-52 
to-do checklist, 123 
to-do list, 122 
tough customers, dealing with, 

98-100 
Trade Association 

Directory, 62 
trade publications, 62 
TRUST acronym, 49 

u 

U. S. Industrial Outlooks, 62 
understanding, checking 
your, 72-73 



unique methods of 

networking, 42-46 
United States Office of 

Consumer Affairs, 48 
using vivid language, 90 

V 

value Line, 62 
vivid language, using, 90 
voice as a sales tool, 90-91 
volume control and voice, 91 

w 

war room checklist, 148-149 

war Room, 128 

war room, how to set up, 

147-148 
watching body language, 

71-72 
Who's Who, 62-63 
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